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“Low Birth Rate Indicates Drop 
in Population.”—Headline in AbvER- 
TISING AGE. 

And a rising thermometer indi- 
cates that it will be a very warm 
day. ; 


, Ve 


A Chicago hardware merchant is 
now advertising Ipana_ tooth paste. 
The drug-stores will have to counter 
by offering lawn- mowers — that’s 
about the only hardware item not 
already in stock. 

Vv F 


The introduction of armored 
knights as trade characters in the 
New York gasoline warfare serves at 
least to remind the sweltering citizen 
that even if his summer costume 
isn’t exactly ideal, it’s a lot more 
comfortable than a coat of mail. 

» + 


When knighthood was in flower 
he ironmongers probably boosted 
business by having their sales pro- 
motion departments get out special 
~ampaigns featuring discounts on 
suits of armor at the July sales. 
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The Advertising Club of Los An- 
geles had a nutty golf tournament 
recently, in which each player was 
restricted to the use of one club. A 
ot of players get nutty results with- 
ut any restrictions. 
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A Chicago agency advertised for a 
opy-writer and asked applicants to 
write advertisements of themselves. 
If they got no reply, they knew right 
away the copy lacked pulling power. 
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Amos ’n’ Andy are adding Junis 
acial cream to their list of products 
or radio promotion. Maybe they’d 
better sell out the Fresh Air Taxicab 
ompany and open a drug-store. 

- - FF 

Alfonso Ianelli says that artists 
are like weather extremes — either 
00 hot or too cold. Aren’t we all? 


* FF 


C. M. Burgess says automotive job- 
bers will provide adequate distribu- 
ion facilities if their profit is great 
enough. Sounds as if they might be 
n lot like other business men. 
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Ed Kobak finally managed to get 
Advertising’s moving picture into the 
hicago world’s fair, but he had to 
wild a theater to do it. The picture 
vill represent a triumph of sales- 
anship instead of advertising. 


— =e 

The New York News reveals the 
Activities of Mr. Ottlebottle, while 
Redbook catalogs the tragic experi- 
ces of Mrs. Hector Fleep. I used 
© think only P. G. Wodehouse met 
eople with names like those. 
vvgy 


“A nation sits in judgement,” sol- 
Pmnly advertises the Berghoff Brew- 
ng Company, of Fort Wayne, Ind., 
While the judgment of that part of 
mehe nation is probably concentrated 
men the way Berghoff spells “judg- 
ment.” 
vvy 
A captive balloon at the Chicago 
world’s fair offers opportunities for 
mhose who like to go up in the air. 
m=» thers experience the same sensation 
When reading the latest news from 
Washington. 
¢-9 


Mr. Roosevelt conservatively prom- 
Sed a new deal, but he seems to be 
Ntroducing a new deck. 

Copy Cur. 


CYRUS CURTIS 
IS DEAD AFTER 
LONG ILLNESS 


Famous Publisher Was in 
83rd Year 


Philadelphia, Pa., June 7.—Cyrus 
H. K. Curtis, giant of the publishing 
field, died early today at his home at 
Wyncote, Philadelphia suburb. He 


Cyrus H. K. Curtis 


had been ill since May, 1932, when he 
was stricken with a heart attack. 

Funeral services, to be held Fri- 
day, will be private. 

Mr. Curtis, who was in his 83rd 
year. was chairman of the board of 
the Curtis Publishing Company, pub- 

(Continued on Page 16) 


ANA. PLANS NEW 
~ AGENCY STUDY 


New York, June 9.—The Asso- 
ciation of National Advertisers, at 
a closed meeting here yesterday, 
unanimously approved a motion 
that the board of directors retain 
such person or persons as they 
deem necessary to further examine 
the subject matter of the Young 
report and to secure such further 
data as the committee may feel is 
needed. It was the sense of mem- 
bers that the report could not be 
accepted without further investi- 
gation, because the range and 
amount of data presented therein 
did not appear to support its con- 
clusions. 

The meeting was attended by 250 
members and other prominent ad- 
vertisers who were invited guests. 
Almost the entire day was spent in 
the lengthy discussion of the report. 

In the course of the meeting, the 
fact was brought out that the as- 
sociation had no official connection 
with the study made by James W. 


Young. 


New York, June 8.— Advertising 
interests will take steps to organize 
the industry as a whole for self-regu- 
lation under the industrial recovery 
bill as soon as the measure is enacted 
and information as to procedure 
can be obtained from Washington of- 
ficials, association executives told 
ADVERTISING AGE this week. 

The organization of the advertis- 
ing industry will be simple or com- 
plex, depending upon the industrial 
control commission’s answer to the 
compound question puzzling the ad- 
vertising world since the Act was 
first discussed, “Is there an adver- 
tising industry and what does it em- 
brace?” 

Clues to the answer have been 
sought from the administration per- 
sistently for two weeks, but without 
success. It is the consensus that the 
answer will be that the advertising 
industry comprises all businesses 
which derive their principal revenue 
from advertising, and that all such 
businesses will be required to join in 
the choice of an organization to write 
and administer the fair competition 
codes for the various divisions. 

This viewpoint is supported by the 
reasoning of leaders of other indus- 
tries, who have already taken steps 
toward applying the industrial re- 
covery bill on the basis that an in- 
dustry consists of all businesses de- 
riving their principal revenues from 
the manufacttire or distribution of 
closely related lines of commodities 
or service. 


Will Take Little Time 


If the decision of the industrial 
control commission agrees with the 
consensus, little time will be needed 
for the advertising industry to fall 
into line, as Edgar Kobak, president 
ot the Advertising Federation of 
America, directors of the association, 
and their advisors, have discussed 
the subject several times and are 
now prepared with drafts of compre- 
hensive plans to coordinate and gov- 
ern the entire industry. The Ameri- 
ean Association of Advertising Agen- 
cies likewise is ready to collaborate 

(Continued on Page 15) 


Study Effects of 
Industry Bill on 
_ Advertising Field 


Chicago, June 8.—With passage of 
the National Industry Recovery Act 
virtually assured within a very few 
days, and with hundreds of trade 
associations and business groups 
striving desperately to draw up a 
code for their respective industries 
so that they can begin operation 
under the bill as soon as it becomes 
effective, advertising men, agencies, 
and publishers are watching all de- 
velopments closely to determine 
what effect the bill will have upon 
the sales structure in general and 
advertising in particular. 

The bill, which will allow indus- 
tries to organize in order to maintain 
prices, control production, and elim- 
inate unfair competition, with the 
approval of the President, has al- 
ready been passed by the house, and 
while it has encountered unexpected 
opposition in the senate it is confi- 
dently believed that it will be passed 
by that body, in substantially un- 
changed form, by the end of this 
week or early next week. 

Opposition in the senate revolves 
principally around the licensing pro- 
visions of the bill, which were once 
stricken out by the senate commit- 
tee on finance, and subsequently put 
back in; the provision abating the 
anti-trust laws in cases where they 
conflict with the provisions of the re- 
covery measure; and the type of tax- 
ation to be levied to pay for the pub- 
lic works provisions of the bill. 


N. A. M. Opposed 


Chief organized opposition against 
the bill from outside sources has 
been that of National Association of 
Manufacturers, which is particularly 
opposed to the provisions for the 
unionization of all labor, and the 
lack of provisions for the control of 
foreign competition. 

In spite of this opposition, how- 
ever, the administration has such 
confidence in passage of the bill sub- 
stantially unchanged that Hugh S. 
Johnson has already been tentatively 
named as administrator of the act, 
and three outstanding industrialists 
—Walter C. Teagle of Standard Oil 

(Continued on Page 19) 


for advertising purposes. 


fare for many months. 
news. 


being planned for the fall. 


advent of prohibition. 


Last Minute News Flashes 


New Orleans Papers Sue Radio Station 
New Orleans, La., June 9—Claiming impaired advertising revenues, 
the Times-Picayune, States, Tribune and Item have jointly filed a civil suit 
in the district court here against Joseph H. Uhalt, owner of radio station 
WDSU, to protect their property rights in the news gathered and dissemi- 
nated by them, and to prevent “pirating” of this news by the radio station. 
The suit charges that station WDSU, without maintaining an organiza- 
tion for gathering news, and without purchasing any, daily conducts news 
broadcasts which enhance the value of the time which the station sells 


Local newspaper and radio interests have been engaged in fierce war- 
None of the newspapers print radio programs as 


Wahl Account Goes to Young & Rubicam 


Chicago, June 9.—The Wahl Company, maker of fountain pens, me- 
chanical pencils, desk sets and leads, has placed its account with the Chi- 
cago office of Young and Rubicam, Inc. 


An intensive advertising drive is 


Stack-Goble Appointed by Schlitz 
Milwaukee, Wis., June 9.—Stack-Goble Advertising Agency, Chicago, 
has been appointed to handle the advertising of Schlitz Brewing Company. 
The agency was in charge of Schlitz advertising for many years before the 


FOOD-DRUG BILL 
PROVIDES RIGID 
RULES FOR COPY 


Wide Latitude Is Given to 
Administrator 


Washington, D. C., June 8.— The 
broadest powers of control and 
regulation of food, drug and cosmetic 
labeling and advertising are granted 
the Secretary of Agriculture in the 
revised food and drugs act which 
has been submitted to the Senate 
Committee on Agriculture and For- 
estry, and the House Committee on 
Agriculture, by Secretary of Agri- 
culture Henry A. Wallace. . 

Contrary to general expectations, 
the bill, as submitted, does not 
amend the existing pure food and 
drugs act, but replaces it entirely. 
It is to become effective six months 
after approval, at which effective 
date the present regulations will be 
repealed. 

The most drastic innovations in 
the bill are those providing for the 
inclusion of cosmetics, the preven- 
tion of false advertising, much more 
comprehensive labeling provisions, 
the power of inspection of plants, 
shipments, etc., and the right in cer- 
tain cases to require federal permits 
of manufacturers. 


Agencies, Publishers Exempt 


Two contemplated features of the 
bill which awakened wide-spread 
criticism in advertising and pub- 
lishing circles are eliminated from 
the draft which has been submitted: 
censorship of advertising is not men- 
tioned, and agencies, publishers and 
radio station owners are specifitally 
exempted from responsibility for the 
dissemination of false advertising, 
provided they supply the Secretary 
of Agriculture, upon request, with 
the name and postoffice address of 
the person responsible for the adver- 
tising. 

The labeling requirements of the 
bill are particularly comprehensive, 
and may have an important effect, in 
themselves, in changing advertising 
copy. They provide: 

“A food, drug, or cosmetic shall 
be deemed to be misbranded: (a) if 
its labeling is in any particular false, 
or by ambiguity or inference creates 
a misleading impression regarding 
any food, drug, or cosmetic. (b) If 
in package form and it fails to bear 
a label containing: (1) the name 
and place of business of the manufac- 
turer, packer, seller or distributor; 
and (2) an accurate statement of the 
quantity of the contents in such 
terms of weight, measure, or nu- 
merical count as may be prescribed 
by the secretary; provided that under 
subdivision (2) of this paragraph 
reasonable variations shall be per- 
mitted, and exemptions as to small 
packages of foods and cosmetics shall 
be established, by regulations pre- 
scribed by the secretary.” 


Labeling of Drugs 


Of particular interest is paragraph 
(i) of the section dealing with mis- 
branding of drugs, which declares 
that a drug shall be considered mis- 
branded “if it purports to be or is 
represented as a germicide, bacteri- 
cide, disinfectant, or antiseptic for 
any use on or within the human or 
animal body and its labeling fails to 
bear a statement of each such use 
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and, plainly and conspicuously and 
in juxtaposition therewith, the 
method and duration of application 
necessary to kill all micro-organisms 
in the vegetative or other active 
form with which it comes in contact 
when so used; except that no drug 
shall be deemed to be misbranded 
under this paragraph if its label 
bears a statement that it is a germi- 
cide, bactericide, disinfectant, or an- 
tiseptic for specific kinds of micro- 
organisms only, and its labeling 
bears a statement of each purported 
or represented use, and plainly and 
conspicuously and in juxtaposition 
therewith, the conditions, including 
duration of application, under which 
the drug kills all such specific kinds 
of micro-organisms in the vegetative 
or other active form with which it 
comes in contact when so used.” 

Under the provisions of the bill, 
“label” means “the principal label 
or labels (1) upon the immediate 
container of any food, drug, or cos- 
metic, and (2) upon the outside 
container or wrapper, if any there 
be, of the retail package of any food, 
drug, or cosmetic.” 


Comprehensive Definition 

The term “labeling” includes 
“all labels and other written, printed 
and graphic matter, in any form 
whatsoever, accompanying any food, 
drug or cosmetic,” while the term 
“advertising” includes “all 


repre: | 


sentations of fact or opinion dis- 
seminated in any manner or by any 
other means than by the labeling.” 

Any advertisement shall be deemed 
to be false “if in any particular it 
is untrue, or by ambiguity or in- 
ference creates a misleading impres- 
sion,” the bill provides. In addition, 
advertising of drugs shall be deemed 
false if it includes “(1) the name of 
any disease for which the drug is 
not a specific but a palliative, and 
fails to state with equal prominence 
and in immediate connection with 
such name that the drug is not a 
cure for such disease; or (2) any 
representation, directly or by am- 
biguity or inference, concerning the 
effect of such a drug which is con- 
trary to the general agreement of 
medical opinion.” 

In addition, the same section lists 
a number of diseases, from albumi- 
nuria to whooping cough, upon the 
treatment of which drugs may not 
be advertised as having any effect. 


May Require License 


Wide latitude is given the Secre 
tary of Agriculture in inspecting 
factories, warehouses, methods, pro- 
cesses, etc., of manufacturers coming 
under the act, and he is also per- 
mitted to require manufacturers, 


processors and packers to secure a| 


license in cases where the injurious 
nature of the product “cannot be 
adequately determined after such 
articles have entered interstate com- 
merce.” 

In addition to the section which 
specifically exempts from prosecution 
for misleading advertising publish- 
ers, advertising agencies, and radio 
broadcast licensees, the dealer is also 
declared exempt “if he establishes a 
guaranty or undertaking signed by 
the person residing in the United 
States from whom he received the 
article of food, drug, or cosmetic, 
or the advertising copy therefor, to 
the effect that such person assumes 
full responsibility for any violation 
of this act, designating it, which 
may be incurred by the introduction 
of such article into interstate com- 
merce or by the dissemination of 
such advertising.” 


Individual Liabiilty 

The section dealing with the lia- 
bility of corporate officers provides: 

“(a) When construing and enforc- 
ing the provisions of this act, the 
act, omission or failure of any of- 
ficer, employe, or agent acting for or 
employed by any person, within the 
scope of his employment or office, 
shall in every case be deemed to be 
the act, omission, or failure of 
such person, as well as that of the 
officer, employe or agent. 

“(b) Whenever a corporation or 


"5 $tation” 


Its Great Power 


reaches out to 


the high quality of its 


and heeded ... 


SELL 
Your Produets 


Near the center of this country’s population; 
heard daily—hourly—within a radius that com- 
prises the great majority of American homes; 
regularly at the far outposts of our culture and 
language; known for its years of radio leader- 
ship; sought for on millions of dials because of 


entertainment; equally 


sought for by great national broadcast advertisers 
who know that its voice is listened to, respected, 


That’s WLW—truly “the Nation’s Station.” 
There is perhaps not a good radio in America 
and Canada through which WLW has not spoken. 


Here is coverage—here is listener interest— 
here is POWER —here is the vehicle for YOUR 
message to millions at low cost. 


Recently WLW has made a number of 
comprehensive food and drug surveys of 
the great MIDWEST MARKET. These 
show the public preference for various 
products. They are the results of painstak- 
ing analysis of thousands of answers from 
retailers and consumers. 


These valuable 


surveys are available on request of execu- 
tives who will write on their 
official letterhead. 


Near the center 
of population - 


THE CROSLEY RADIO CORPORATION 
POWEL CROSLEY, Jr.. President 


CINCINNATI 


association violates any of the pro- 
visions of this act, such violation 
shall also be deemed to be a violation 
of the individual directors, officers, 
or agents of such corporation or as- 
sociation who authorized, ordered, 
or did any of the acts constituting, 
in whole or in part, such violation.” 


Provides for Injunctions 


In order to avoid the necessity for 
instituting a lawsuit in each case, 
when violations are repeated, the bill 
provides for the issuance of injunc- 
tions. For manufacturers who may 
care to have their products inspected 
and passed upon beforehand, the bill 
provides for voluntary’ inspection 
service, the cost of which is to be 
borne by the manufacturer. 

Violation of the bill’s provisions 
will constitute a misdemeanor, and 
will be punishable by imprisonment 
of not more than one year or a fine of 
not more than $1,000, or both, for 
the first offense, with the penalties 
raised to two years and $3,000 fine 
for subsequent offenses; notwith 
standing which “in case of a wilful 
offense the penalty shall be imprison- 
ment for not less than six months 
nor more than three years, or a fine 
of not less than $1,000 nor more 
than $10,000, or both.” 

The bill has not yet been intro 
duced in either branch of congress 
by the committees to which it has 
been submitted, and present indica- 
tions are that it will not be intro- 
duced at the present session. 

If it should be formally presented 
at this session, however, it can 
scarcely be enacted into law until the 
next regular or special session. This 
is especially true in view of Presi- 
dent Roosevelt’s stand that while the 
measure may be important, it can 
scarcely be considered emergency 
legislation. 


Swartwout Heads 


Chicago Business Papers 


W. R. Swartwout, Bakers’ Helper, 
was elected president of the Chicago 
Business Papers Association at the 
annuai meeting at the City Club 
June 5, succeeding D. J. Hansen, 
Engineering Publications, Inc. J. 
Knight Willy, Hotel Monthly, was 
named vice-president; John H. Sweet, 
Traffic World, secretary. and K. L. 


Rice, Power Plant Engineering, 
treasurer. Directors are Mr. Han- 
sen, E. M. Murphy, Black Diamond 


and Howard Ehrlich, Mill Supplies. 
E. J. Baker, Farm Implement 
News, reviewed the history of the 
association, indicating that it was 
established in 1885. Among others 
who participated in an “old timers” 
discussion were E. R. Shaw, Power 
Plant Engineering; E. C. Hole, 
American Lumberman; Fred D. Por- 
ter, Buildings and Building Manage- 
ment, and Charles S. Clark, Grain 
and Feed Journals Consolidated. 


Sun-Maid to Use 


Farm Papers 


Sun-Maid Raisin Growers Associa- 
tion, Fresno, Cal., will add farm 
papers to its list this fall. Most of 
the appropriation. as usual, will be 
used in women’s magazines, and 
trade journals will also be employed. 

No definite figures are available, 
but it is understood that the new 
appropriation will be much larger 
than that for 1932. Agency in charge 
is Lord & Thomas, San Francisco. 


Frazier Leaves Franklin 


W. W. Frazier, Jr., vice-president 
and general sales manager, Franklin 
Sugar Refining Company, Phila- 
delphia, has resigned because of ill 
health. He will be succeeded as 
manager by Walter E. Beard. for the 
past five years in charge of the com- 
pany’s sales promotion activities. 
William F. Jetter has been promoted 
to sales manager, and E. Vaughan 
Cordy has been named assistant sales 
manager. 


Safeway in Magazines 

Safeway Stores. Ine. Oakland, 
Cal., one of the nation’s largest chain 
grocery systems, is using full-page 
ccpy in Sunset Magazine to promote 
its Homemakers’ Bureau, conducted 
by Julia Lee Wright. Botsford-Con- 
stantine & Gardner, San Francisco, 
is the agency. 


Agate Club to Golf 


The Agate Club of Chicago will 
hold its annual golf tournament at 
Riverside Country Club June 20. It 
will be confined to members and in- 
vited guests. 


— 


WINS PROMOTION 


William S. Hedges 


Chicago, June 8.— William _ §, 
Hedges, manager of Station WMAQ, 
leaves June 15 to become general 
manager of KDKA, Pittsburgh. 

Mr. Hedges is succeeded at WMAQ 
by Bill Hay, widely known as an- 
nouncer for the Amos ’n’ Andy pro- 
gram. 

Homer Hogan, of KYW, succeeds 
Mr. Hedges as president of the Chi- 
cago Broadcasters’ Association. 

Other posts held by Mr. Hedges 
were the sales managership of Sta- 
tion WENR and the district man- 
agership for the local service bureau 
of the National Broadcasting Com- 
pany. 


Barkdull to Head 
Washington Club 


Walter Barkdull, Washington 
Times, was elected president of Ad- 
vertising Club of Washington, D. C., 
at the annual meeting. Other officers 
are William T. Pierson, first vice- 
president; Vincent F. Callahan, Na- 
tional Broadcasting Company, second 
vice-president; N. Freeman, 
“Shopping News,” treasurer; and 
Charles J. Columbus, secretary. 

Directors are F. P. Guthrie, Radio 
Communications; James W. Harvey, 
Woodward and Lothrop; Elwood 
Street, District of Columbia Com- 
munity Chest; Bernie Veins, District 
of Columbia Engraving Company; 
and Franklin C. Wheeler, Washing- 
ton Herald. 


Tire Prices Are 
Boosted Once More 


For the second time in a month, 
leading rubber companies have 
boosted automobile tire prices, the 
average increase in price announced 
this week being between eight and 
ten per cent. 

Among companies which increased 
their prices were F. Goodrich, 
United State Rubber, Kelly-Spring- 
field and Seiberling. 


Buchanan Is Advanced 


R. M. Buchanan, local advertising 
manager of Dallas, Tex., News and 
Journal, has been advanced to the 
post of local advertising director. 
Raymond W. Foy succeeds him as 
local advertising manager. These 
changes do not affect the national 
advertising department of the papers, 
which continues in charge of H. D. 
Guy. 


Hears Consumers 


Advertising Club of New Orleans 
is sponsoring a series of talks on 
“What the Consumer Thinks of Ad- 
vertising,” which are being given by 
persons not connected with adver- 
tising. At a recent meeting a local 
attorney and a street car motorman 
gave their impressions. 


Three for Portland Agency 


Oregon Breweries & Hop Farms, 
Affiliated, proposing to produce Glatz 
beer; Knight Packing Company; and 
Porter-Scarpelli Macaroni Company, 
all of Portland, Ore., have appointed 
Mac Wilkins & Cole, Inc., Portland, 
as their advertising agency. 


Form Radio Firm 


Merton H. Bories, formerly pro- 
duction manager of KPO, San Fran- 
cisco, and Jess Norman, orchestra 
leader, have formed Bories & Nor- 
man. radio counselors, with head- 
auarters at 55 New Montgomery St., 
San Francisco. 
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1854-1855. The French and British have been besieging Sebastopol almost a year... 
If they are to take the city it must be done by strategy. They choose their key objec- 
tive—they concentrate all their forces on the Russian key entrenchments . . . They 
attack ...‘"Green Mamelon” .. . “Grand Redan” . . . “Malakov” . . . Sebastopol is 
now untenable . .. The Menchikov evacuate the city . .. The Crimean War is over. 
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YES, OUR KEY OBJECTIVE 
1S THE AMERICAN FAMILY, 
AND YOU REACH IT WITH 
THE AMERICAN MAGAZINE 


SO THE AMERICAN 
MAGAZINE IS FIRST 
ON YOUR LIST? 


trict 
any; 


hing- 
, All around us we see the first signs of business recovery. But how is the national 
advertiser to take advantage of this reawakening confidence and buying power? First 
lore by recognizing that the American family is the key objective for the sale of most 
path, products. And then by placing a progressive sales message before the family group 
” the in the medium which appeals to the family’s united interests. 
"and 
eased 
lrich, 
ring 
- @ 1933 is no time for “shots in the dark.” _—_ scattering shots in media with highly 
_—~ Every advertising barrage must be di- _ selective readership. 
— rected at the key objective—the American And that’s why The American Maga- 
These family... zine is first on so many lists . . . its read- 
oore The depression united the family—it ership includes 1,800,000 families — 
whe thinks, plays, s pends together. The strate- mothers, fathers, sons, daughters . . . Its 
gists of 1933 are men who recognize this _ editorial policy is to interest them as 4 
‘leans unity, this family council method of pur- group. 
> chase. That’s why they concentrate this An attack through The American Mag- 
s attack in the medium which is edited for azine is economical . . . profitable . . . 
local th this newly united family — instead of strategic. 
nl sons and anal gazine is MOF Pac 
san Ma e fam 
ency Oe eae a mem el 
‘arms, than any «per mabe 
te cose 4 by scores of inderore S requests 
\pany, *Prestigations: Data 4° 


merican Magazine 
Fist with all the family 
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Advertising Under the Industrial 
Recovery Bill 


Many advertising men are detf- 
initely opposed to the national in- 
dustrial recovery bill now before 
Congress, on the ground that it rep- 
resents an unwarranted invasion of 
the field of private enterprise and 
activity. The enactment of this bill 
into law seems to be assured. The 
opposition to it from business at 
large is not nearly so general as 
might have been predicted, in view 
of the almost revolutionary character 
of the legislation. 

The reason is that business, after 
struggling through the depression 
for nearly four years, is eager to get 
out of red ink and back on a profit- 
able basis. The new bill seems to 
provide the machinery to bring this 
about, by limiting production, con- 
trolling price-cutting and increasing 
consumer buying power through rais- 
ing and stabilizing wages. 

This will bring about a condition 
under which, theoretically, less ad- 
vertising may be needed, due to re- 
duced competition, but practically 
more advertising may be done be- 
cause of improved business condi- 
tions. While production will be con- 
trolled, in order that excess output 
may not glut the markets, the quota 
for an industry and its component 
units may be increased just as rap- 
idly as the market is found able to 
absorb their products; and hence in 
practice there may be no real curb 
on sales and advertising effort. 

Each company will continue to 
have the problem of maintaining its 
position in its industry; of keeping 
the trade and the public informed of 
its products and policies, and of in- 


troducing new products and dissem- 
inating information regarding new 
uses for old ones. Besides, since 
price will no longer be the control- 
ling factor. as it is in so many in- 
stances today, and since intelligent 
salesmanship must be relied to get 
business, rather than merely a lower 
quotation, the reason for educational, 
convincing advertising may be even 
more apparent than it has been in 
recent months. 

Business is rapidly organizing for 
operation under the new act, and is 
prepared to submit its codes of prac- 
tice for approval to Washington. The 
capital, on the other hand, is draft- 
ing into service. as aids in the ad- 
ministration of the law, many of the 
best qualified business leaders in the 
country, so that the practical work- 
ings of the new legislation will un- 
doubtedly not result in harmful in- 
terference with normal and legiti- 
mate business activities. 

The advertising business itself 
may find it necessary to organize as 
well. While the price element is not 
so important, as a competitive fac- 
tor, in advertising as in other fields, 
standards of practice may be adopted 
which will prove valuable in enforc- 
ing methods which all agree should 
be made really effective in carrying 
on the business. 

The new law represents a_ brand- 
new idea in America. But advertis- 
ing indispensable to modern 
business as we know it that its use 
in smoothing the way for distributive 
activities may be emphasized rather 
than restricted under the new dis- 
pensation. 


is so 


Cyrus H. 


The death of Cyrus H. K. Curtis 
came at the end of a career distin- 
guished not merely for successful ef- 
fort, but for monumental contribu- 
tions to publishing, to advertising 
and to the community at large. No 
publisher of his generation contrib- 
uted so much to the establishment of 
high standards in the conduct of the 
business, or played so important a 
part in placing advertising on a 
sound, high-class basis. 

In building the publishing busi- 
ness which he has left as an endur- 
ing monument, Mr. Curtis used meth- 
ods which were based on permanent 
principle rather than expediency, 
and which took account of the ulti- 
mate objective rather than imme- 
diate gain. As a result his publish- 
ing properties developed qualities of 
character and worth which have 
raised the standards of all publish- 
ing, and have demonstrated to pub- 
lishers and advertisers alike that 
success in this age need not be won 


K. Curtis 


at a sacrifice of high principles. 

Edward Bok, his son-in-law, who 
died only a few years ago, after a 
long and distinguished career with 
the Curtis Publishing Company, told 
the story of Mr. Curtis and his rise 
to eminence in his books “The Amer- 
icanization of Edward Bok,” and 
“The Man from Maine.” These vol- 
umes may be read and re-read with 
profit by every advertiser and every 
publisher. 

Because Mr. Curtis did so much 
for advertising and publishing, and 
because, fortunately, his achieve- 
ments have been familiar to the 
country for many years, eulogy seems 
superfluous. His rise to an almost 
unique place in the annals of publish- 
ing is one more demonstration of 
the opportunities for a career based 
on solid achievement and _ high- 
minded service in a country to which 
he made contributions of the high- 
est value as a publisher and as a citi- 
zen. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re- 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 

No. 471. How Much for “Point of 
Purchase’? 


A concise and complete discussion 
of the part played by point of pur- 
chase material in the selling plan, 
with particular reference to the valu: 
of Neon signs. Published by Neon 
Products, Inc., Lima, O. 


441. Yes! 


“We were sure the new McCall's 
would carry McCall Street with a 
huge majority of approval, but we 
didn’t expect it would do it so com- 
pletely, so wholeheartedly,” says 
this booklet for McCall's Magazine. 
“We've read ‘em—at the rate of 
more than 200 a day—and wept, for 
joy, of course. Here are just a few 
representative samples.” The book- 
let is comprised exclusively of let- 
ters commenting on the new “de 
partmentalized” make-up of the pub- 
lication. 


414. Iowa Grocery Outlets. 


This directory of Iowa groceries, 
published by Des Moines Register and 
Tribune, contains the name and ad- 
dress of every retail grocer in the 
state, the number of families in each 
county, the daily and Sunday circula- 
tion of the Register and Tribune in 
each county, and also indicates those 
stores affiliated with buying groups 
or chains. Listings are arranged in 
convenient routes in Des Moines and 
certain other cities, and wholesale 
grocers, wholesale fruit and produce 
houses, and chain store buying offi- 
ces are also listed. The Guide is dis- 
tributed without charge. 


No. 433. WLW—"The Nation’s Sta- 
tion.” 


This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 


No. 449. Current Buying Indices of 
Magazine Readers. 


This booklet, detailing the results 
of a Percival White study of readers 
of nine leading women’s magazines. 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap- 
pliances each reader has, what types 
of groceries and what brands are pur- 
chased, how many members of the 
family are employed, what they do. 
and whether they are working part 
time or full time, etc. Published by 
True Story Magazine. 
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—The Lookout, issued by Lezius-Hiles Company, Cleveland. 
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Peabody Explains 
Policy of A. N. A. 


To the Editor: In the article on 
the Young study, which appeared in 
your issue of May 27, you have this 
to say about the forthcoming meet- 
ing of the Association of National 
Advertisers: 

“While the meeting will be closed, 
a good number of non-members have 
accepted special invitations to be 
present at the session devoted to the 
report.” 

This statement may create a wrong 
impression among agencies, publish- 
ers and other friends of the A. N. A. 
The only non-members who have 
been invited are advertisers who are 
interested in the A. N. A., and are 
taking advantage of this opportunity 
to judge for themselves how the asso- 
ciation works. It is an A. N. A. cus- 
tom of long standing to invite such 
non-members to its meetings. Fur- 
thermore, these invitations have been 
issued for the entire meeting and 
not for the session devoted to the 
Young report. 

SrTuarr PEABopDY, 
President, Association of 
National Advertisers, New York. 
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This Probably Proves 
That Time Will Tell 


To the Editor: In a recent issue of 
ADVERTISING AGE, I noticed something 
in Copy Cub’s column to the effect 
that an advertisement in The Ladies’ 
Home Journal for October, 1893, sold 
a pair of shoes the other week for 
Jordan, Marsh & Co., Boston. The 
comment was made that “maybe this 
proves that shoe fashions and world’s 
fairs repeat themselves every 40 
years.” 

It may be of interest to you to 
know that John Adams Thayer was 
then advertising manager, or work- 
ing toward it, of The Ladies’ Home 
Journal. I am appending a note 
from Mr. Thayer in which he says he 
went to Boston to help get the order. 
It was an experiment at that particu- 
lar time and it didn’t pan out. Well, 
the advertisement finally did the 
trick anyway. 

Mr. Thayer has just written a book 
about his various experiences while 
he was advertising manager of The 
Ladies’ Home Journal. The _ book, 
called “Astir,” is loaded full of in- 
teresting material. He also tells about 
his experiences as publisher of 
Everybody's Magazine—how he ex- 
posed the workings of Wall Street 
in a series of articles entitled ‘Fren- 
zied Finance” by Lawson, of Boston. 
(Note the historical repetition.) 


IRVING ROTHSTEIN, 


Vice-president, Ahrend Letters, 
Inc., New York. 
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“Union Co-operative” 
Plan Aids Coal Company 


To the Editor: Your recent edi- 
torial, “Advertising and Wages,” and 
its subsequent reactions from some 
of your readers arouses this further 
comment. 

Unique inits scope and possibly in 
its success has been the “union co- 
operative” program of the Rocky 
Mountain Fuel Company. This firm 
has cashed in on consumer good will 


generated by publicizing its advanced 
labor policy. 

Led by a truly remarkable figure 
in contemporary industrial history, 
Josephine Roche of Denver, the own- 
ers of Colorado’s second largest coal 
producing firm reorganized the 
Rocky Mountain Fuel Company on a 
earefully drafted program of union 
cooperation. At first it seemed quite 
visionary. 

What turned the trick was the 
frank appeal made to the public—the 
coal consuming public—for support 
ot the union cooperation policy. 

Primary mediums used in this in- 
stance were labor publications, not- 
ably the effective Colorado Labor 
Advocate published in Denver. How- 
ever, the radio proved to be ex- 
tremely effective, both for 15-minute 
talks by Miss Roche and announce- 
ment-with-records programs. The 
latter were used on a “local” radio 
station, and the former on_ the 
largest station in this area, with cov- 
erage far out of the distribution area. 

Mention also must be made of pub- 
licity via all sorts of organizations 
and groups which were addressed by 
Miss Roche, by Merle D. Vincent, and 
other officials of the Rocky Mountain 
Fuel Company and cooperating offi- 
cials of various union organizations. 

The result of this distinctive cam- 
paign is evident from the company’s 
present position, financially and from 
records of production and _ sales. 
Every coal producing firm in this 
region now admits the success of the 
union cooperation program, on sales 
and goodwill. 

Should other firms join with the 
Rocky Mountain Fuel Company in 
the program of active union coopera- 
tion, it is felt that the benefits to 
the communities served would bring 
about indirect advantages which 
might lead to further prosperity for 
all firms in the trade area. 

The writer has no connection with 
either the Rocky Mountain Fuel Com- 
pany or cooperating unions. At the 
time the radio programs were being 
used, he was associated with the cam- 
paign as advertising counselor. 


HENRY W. Hoven, 
Denver, Colo. 
yvvegy 


Sees Inevitable Change 


in Agency Compensation 
To the Editor: I do not strongly 


June 
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momma 
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disagree with the main conclusion | 


reached in the report on agency com- 
pensation recently released by James 
W. Young. 

However, it seems more apparent 
all of the time that in the future 
agency compensation should not be 
determined by commissions on space 
advertising. For many classes of 
goods there is going to be an in- 
creased emphasis on merchandising 
activities. The development of this 
phase of agency service will not be 
helped by the present methods of 
compensation. 

It seems inevitable that there must 
be an evolution or a revolution in 
our methods of reimbursing agencies 
some time in the future. The qual- 
ity of merchandising service may be 
retarded by the method of agency 
compensation. 

JoHN W. HUBBELL, 

Promotion Sales and Advertising 

Manager, Simmons Company, 
New York. 
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Steady Growth 
of New England Character 


of an Institution 


BOSTON DAILY GLOBE 


55 Years an All-Day Newspaper 


BOSTON SUNDAY GLOBE 


56 Years New England’s Leading Advertising Medium 


ex: 61 YEARS AGO the morning edition of the Globe was 
nute established, on March 4, 1872 — in the original Globe 
nce- Building, containing less than 2000 square feet of ground 
floor space. 


the 55 YEARS AGO the evening edition was first printed, 
dre March 6, 1878. 


el 56 YEARS AGO the Sunday Globe was established. in 
d by 1877. 


From 1872 to 1887 the Boston Globe was published in 
offi- the original Globe Building. 


cam: The Globe’s continuous growth made it necessary in 1887 
any’s to move into the new building (No. 1). 


sales, In 1893 the Chandler Building, with a ground floor space 

this of 3000 square feet, was added, and in 1902, owing to the 
f the constantly expanding business of the Globe, the Advertiser 
sales Building (No. 2) with 3000 square feet of ground floor 
space was purchased. 


y & In 1916.the new building (No. 3) was erected, adding 3000 
more square feet of ground floor space and in 1926 still 
another building (No. 4) was added. 


At the present time the ground space occupied 


Com- by the Boston Globe is 26,500 square feet 


tion 

yngly | In Boston, where papers have daily and Sunday editions, 
ision | the only way to measure the strength of the papers is by 
com- the circulation of their Sunday issues in the Metropolitan 
ames or city area. 

arent 

ature There are seven daily papers in Boston, three of which 
ot be carry the bulk of the advertising. On Sunday, one of the 
space three loses a third of its daily readers. Another loses two- 
s of thirds. The remaining paper, THE GLOBE, in the 
a in- Metropolitan District, holds its weekday audience practi- 
oO cally intact on Sunday. (Refer to the A. A. A. A. survey.) 
ot be 

ls of 


» | AN ALL-DAY NEWSPAPER with practically NO DUPLICATION 


For comparative purposes, pre-war circulation figures are 
given below for the year ending March 31, 1915, the first 
period audited by the Audit Bureau of Circulations, and 
for the year ending March 31, 1933: 


Daily Sunday 
Year Ending March 31,1915 219,851 286,900 
Year Ending March 31,1933 276,055 317,535 
The duplication between the Morning and Evening Editions 
of the Boston Globe in the Metropolitan District is negligible 


BECAUSE these two editions have exactly the same editorial 
and feature content. 


Remember, measured by the Sunday circulation, 
the all-day Globe is the only daily paper that 
holds its circulation equal to that of its Sun- 
day edition in the Boston Metropolitan area. 


During all its long lifetime the Globe has been steadily 
gaining in value as an advertising medium. Having the 
respect of its readers, and reaching the people who form 
the solid backbone of Boston and its surrounding territory, 
the Globe has continued to hold an impressive portion of 
the advertising business in its territory. 


For more than 20 years the Boston Globe has resorted to 
NO ARTIFICIAL STIMULANTS to boost circulation. 
People buy the Globe to read and its steady growth has been 
due to its excellence as a newspaper. 


ua USE THE GLOBE IN BOSTON 
ALL DAY -- DAILY 


-- SUNDAY 
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eral session of the convention which 
will open at the Civie Auditorium 
Sunday, June 25, and close June 29. 

Other convention speakers will in- 
clude Stuart Peabody, president of 


and E. T. Gundlach, 
Gundlach Advertising 


Corporation, 
president, 
Company. 

Among group meetings scheduled 
are the Newspaper Advertising Ex 


J. A. Farley 
To Headline 
A.F.A. Meet 


the Association of National Adver-;ecutives Association, National As- 
tisers: Dr. Miller McClintock, Har |sociation of Broadcasters, American 
inate vard University; T. K. Quinn, vice-|Community Advertising Association 


New York, June 8.— Postmaster 
General James A. Farley will ad 
dress the Advertising Federation of 
America at its 29th annual conven- 
tion in Grand Rapids, Mich., Monday 
night, June 26, A. F. A. headquarters 
have announced. He will speak at 
the annual convention dinner. 

United States Senators Arthur 
Capper of Kansas and Arthur H. Van- 
denberg of Michigan also will ad 
dress the annual advertising as- 
sembly. Each will speak at a gen- 


and Outdoor Advertising Association 
of America, as well as the Direct Mail 
ing manager, Westinghouse Electric | Advertising Association and the Pub- 
and Manufacturing Company; Dr. |lic Utilities Advertising Association. 
A. P. Haake, managing director, Na- — 
tional Association of Furniture : 
Manufacturers; W. A. Gilman. presi- Buys Fruit Paper 
dont, Bi. W. Ayer and Sen; Wensen anwar te gy nal Pe pet pat 
4 nm é "ican P vrower and W - 
aa alee anes ae lish it from Standard Bank Bldg., 
® Cleveland, O. Mr. Meister is presi 
Ryan, manager of sales promotion, 


» dent and treasurer of the company, 
Shell American Petroleum Corpora-| Gjjbert Meister is vice president, and 
tion; H. G. Weaver, General Motors 


Walter Seagrave is secretary. 


president, General Electric Com 
pany; Ralph Leavenworth, advertis- 


Acquires Audubon 


Manganese Steel Forge Company, 
Philadelphia, has acquired the busi- 
ness of Audubon Wire Cloth Com- 
yvany. Audubon, N. J. The business 
will be operated under the name of 
Audubon Wire Cloth Corporation, 
with L. W. Jones as president; L. 
W. Jones, Jr., as vice-president and 
treasurer; and A. W. Zackey as sec- 
retary. 


Has Steady Job 


J. Ferd Oberwinder, vice-president, 
D’Arey Advertising Company, St. 
Louis, has been appointed general 
chairman of the Tuberculosis Day 
benefit ball game and summer fete 
of St. Louis Tuberculosis and Health 
Society, for the nineteenth consecu- 


tive year. 


WHY MRS. FLEEP. 
IS IN A COMPROMISING SIT 


HOPPING for comestibles 
to go into the family feed- 


bag would be a simple affair for 
Mrs. Hector Fleep, were it not 
for one thing. As it is, it takes 
quite a little deliberation. 

It took deliberation, for ex- 


ample, to select the can of 
Soper’s Sibilant Soup, which 


you see on the counter before 


her. Another kind is closer to 
Mrs. Fleep’s heart. In this she 
disagrees with Mr. Fleep, who 


prefers still a third brand. 


Soper’s Soup seems a safe com- 
promise, inasmuch as neither 
he nor Mrs. Fleep really gags 
on it. No sense turning your 
home into a battlefield over a 
little thing like soup. 

It took deliberation to select 
the coffee, standing there be- 
side the soup. The brand is 


frankly a pleaser for the old 
man, who doesn’t care for a cer- 
tain cheaper coffee which seems 
just as good to Mrs. Fleep. 

And so on and so on. Every 
time Mrs. Fleep goes to the 
grocery she walks into a compromising 


Behind her, always, stands the shadow 
of Mr. Fleep, making his wants and 


situation —a situation in which nearly 


every purchase is a compromise be- prejudices known. 


tween her husband’s tastes and hers. 


How short-sighted in these days of M 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMA 


VATION 


economy is the advertiser who 
ignores Mr. Fleep! Through 
Redbook you can reach Mrs. 
Fleep and Mr. Fleep as well, to 
say nothing of 650,000 other 
such families. If one-sex maga- 
zines of much more circulation 
could offer you the same dual 
readership, you might not feel 
the necessity of advertising in 
Redbook. But they do not. 

Redbook is deliberately and 
consciously edited to interest 
women and men equally. Every 
thousand copies are read by 
1480 women and 1420 men. 
And through Redbook you can 
actually bring your message to 
women and men for 30% less 
than it costs you to reach 
women alone through one-sex 
media. . 

Sell the family and you sell 
all. We urge you to investigate 
these figures of Redbook’s cost 
for veracity and for importance 
to your business. Redbook 
Magazine, 230 Park Avenue, 
New York City. 


REDBOOK 


A GA Ziti N €E 


N WHO BUYS 


BLAMES BANKERS 
FOR UNFRIENDLY 
PUBLIC. OPINION 


Chicago, June 6.—Banks and bank. 
ers are not popular, and the blame 
for their lack of popularity rests 
principally upon the banks them. 
selves, H. A. Lyon, advertising map. 
ager, Bankers Trust Company, New 
York, and president, Financial Ad. 
vertisers Association, told the cop. 
vention of Illinois Bankers Associa. 
tion here today. 

Pointing out that while some of 
this unpopularity may be justified 
because of defects in the financial 
structure, most of it is not justified, 
Mr. Lyon asserted that the banks 
are principally to blame for the “eco. 
nomic illiteracy” of the public. 
“They have failed not only to do 
their share in educating the com. 
munity in fundamentals of finance, 
but also in the much more pertinent 
job of showing the necessity for and 
the excellent services afforded by 
banking generally,” he said. 

“They have neglected to give the 
public even the information to which 
it is entitled, and which would have 
done much toward fostering the faith 
and confidence in our good banks. | 
am quite aware that with weaknesses 
in the system, and the possibility of 
further undermining public confi 
dence, it has been difficult for good 
banks to tell their story and have it 
believed. Yet I submit that the pub 
lic is entitled for its own protection 
to information which would permit 
discrimination in the selection of 
good banks.” 


Asks Personal Attitude 


Pointing out that the very exist: 
ence of banks rests upon “people— 


plain, everyday people,” Mr. Lyon 
maintained that there is a_ revolt 
against impersonalism under way, 


and urged a return to personal, hu 
man relationships between banks 
and their customers. 

“Advertising is worse than useless 
unless it gives a proper picture of 
the institution,” he _ said. “The 
‘friendly bank’ theme suffers when 
it encounters a surly teller; the 
statement, ‘we welcome small ac 
counts’ doesn’t go well unless the 
bank is really interested in such ac 
counts. Nor does advertising do 
much good when it is purely selfish. 
and published solely for the gratifica 
tion of the officers and directors. 

“It is not too much of an exaggera 
tion to assert,” he said, “that 9% 
per cent of all bank advertising in 
the past ten or fifteen years has) 
been of this selfish character—glori- 
fying the bank or its officers and 
directors.” 

Public relations is just as much a 
business as loaning or trust admir 


istration, Mr. Lyon concluded, and 
it should be placed in the hands of 
a thoroughly capable individual) 
trained for the task, and given as 
much authority as the head of any. 
other department of a bank. i 


Six to Oakland Agency — 

Six advertisers have named Toma 
schke-Elliott, Inc., Oakland, Cal., as_ 
their agency. Petaluma Poultry 
Service Laboratories, The White 
Hatchery, IXL Hatchery and Biht> 
Hatchery will use Pacific coast farm 
papers; Polytechnic College of Engi 
neering, Oakland, will use Pacifi¢ 
coast newspapers; Pabst Pathological 
Laboratory, Berkeley, will use radio 
and newspapers in northern Cali 
fornia only. 


Two Join Design Firm 


Hubert Pelkey and Edward Rodg 
ers have joined the Portland, Ore. 
firm of packaging engineers, Moder? 
Industrial Designers, which _ has 
moved to larger quarters in the 
Hughes Bldg. 


Buys Station KWKH 


International Radio Corporation 
Shreveport, is reported to have pu 
chased radio station KWKH of that 
city from Hello World Broadcasti 
Company, which was organized D 


W. K. Henderson. 
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ADVERTISING AGE 


LAUNDRY OWNERS 
GIVE CLEANING 


TO ADVERTISING 


Reach Accord with Makers 
Of Washing Machines 


Joliet, Ill., June 8.—Laundry copy 
is to confine itself exclusively to a 
discussion of laundries, while wash- 
ing machine advertising will no 
longer picture the laundry as an 
establishment devoted to the shred- 
ding of garments, as the result of a 
joint meeting between the executive 
poard of the American Washing Ma 
chine Manufacturers’ Association, of 
Chicago, and the directors of the 
Laundryowners’ National Associa- 
tion. 

W. H. Lawrence, of Minneapolis, 
and Edward N. Hurley, Jr., Chicago, 
signed the truce as presidents of 
their respective organizations. 

J. R. Bohnen, secretary of the 
washing machine manufacturers, 
said the new deal heralds better 
business conditions. 

“During the past two or three 
years, competition grew more and 
more severe,” he said. “There is 
a conviction that with the return of 
better times, unfair trade methods 
will fade out proportionately. 


Constructive Salesmanship 


“Nevertheless, the two  associa- 
tions, unwilling to wait for matters 
to adjust themselves, are pledging 
themselves to inculcate a spirit of 
positive, constructive 
through their respective industries, 
involving dealers and sales outlets 
ot all kinds, including department 
stores and public utilities, as well as 
laundry wagon drivers and solicitors. 

“Even where destructive sales tac- 
tics comes from non-members, the 
associations have agreed to exert 
strong influence for reform.” 

Washing machine copy has been 
full of invidious comparisons for 
seme time. In the future, there will 
be no more references to the alleged 
penchant of laundries for returning 
garments with their buttons mis- 
sing. if, indeed, they return them at 
all. 

Laundryowners, in turn, will cease 
to relate stories of death and injury 
which have come to hapless owners 
of washing machines. 


Asks Program Preferences 


General Mills, Inc., Minneapolis, 
has launched a campaign in 30 news- 
papers in the northwest to determine 
what type of programs are most in- 
teresting to the public, in connection 
with a series of eight experimental 
programs over WCCO, Minneapolis, 
and KSTP, St. Paul. 

In cooperation with the newspapers 
used, the company hopes to deter- 
mine which of a number of types of 
program appeals to the largest per- 
centage of listeners. 


I. A. C. Changes Plans 


A series of informal, one-day sec- 


_ tional meetings will take the place of 


the projected meeting of Insurance 


_ Advertising Conference in Chicago 


in September, S. F. Withe, Aetna 
Life Insurance Company, president 
of the conference, has announced. 
The life group of the conference will 
meet in Chicago September 25-27 as 
originally planned. 


Agency Addresses 


“Embryo Advertisers” 
Sidener, Van Riper & Keeling, In- 
dianapolis, Ind., agency, has launched 
a series of eight advertisements in 


| Indianapolis Star addressed to “ten 


manufacturers on the way up.” 
The agency is using 1,000-line copy 
once each week for eight weeks. 


Will Appeal Suit 

Indiana Farmer’s Guide, Hunting- 
ton, Ind., plaintiff in a combination 
rate suit against Midwest Farm Paper 
Unit, which was dismissed in the 
federal court at Indianapolis last 
week, has announced that it will 
take an appeal to the United States 
cirenit court of appeals. 


Wesley Bowman Moves 


to Larger Studios 


Wesley Bowman Studio, Inc., Chi- 
cago photographic organization. has 
moved to new and greatly enlarged 
quarters on the 21st floor of London 
Guarantee Bldg., 360 N. Michigan 
Ave. 

A feature of the new quarters is a 
photographic studio 60 feet long and 
two stories high. 


New Lakeland Daily 


Lakeland, Fla., News, formerly pub- 
lished as a weekly, is now being 


“Child Life” Reduces 


Rates with August 


Child Life, Chicago, has issued a 
new rate card, effective with the Au- 
gust issue and providing for lower 
rates. 

The line rate for less than one-half 
column will be $1.40; for one-half 
column or more, $1.18. 


Wright Joins Freitag 


A. E. Wright, formerly with Lord 
& Thomas, Chicago, has joined Frei- 
tag Advertising Agency, Chicago, as 
sales service manager. 


Starts Campaign 
for Auto Polish 


Jimm Daugherty, Inc., St. Louis 
has launched a 90-day campaign in 
newspapers in St. Louis and nearby 
Illinois towns on behalf of Riggin’s 
Wax Auto Polish, a new product of 
S. Riggin & Co., St. Louis. 


Wright Opens New Office 


Frank Wright & Associates, Oak- 
land radio representatives, have 
opened a San Francisco office in the 
Russ Blidg., under the management 
of H. M. Thomas. 


Start Weekly Tabloid 


The San Antonio, Tex., Revue, a 
weekly tabloid newspaper, has been 
launched with Ralph Milnes, for- 
merly with the San Antonio Express, 
as editor and publisher and L. D. 
Neal as advertising manager. 


Two for Tyler Kay 


Advertising of Magnus Beck Brew- 
ing Company and Buffalo Mutual 
Life Insurance Company, both of 
Buffalo, has been placed with Tyler 
Kay Company, Inc., of that city. 


salesmanship 


issued daily. 


Thompson in New Quarters 


J. Walter Thompson Company has 
occupied new quarters in the Shell 
Bldg., St. Louis. 


Louis 


INCE the day of her marriage at 
Grace Church in 1924, Joan Preston 
has been leading a triple life. And it’s no 
reflection on the morals of this age to say 
that her case is entirely typical. 

She is really three distinct personalities 
wrapped in one very attractive bundle. 
The first (in spite of the “Mrs.’’) is still 
Joan Ordway, whom you met, or wanted 
to meet, if you were at the West Point 
parties of 1921 and 1922. She dances 
beautifully, and nobody is a better sport 
in an outdoor setting. That ceremony in 
1924 crimped neither her youth nor her 
romantic nature. 

The second Joan is the wife of Ray 
Preston. Ray boasts that no one ever 
had a more devoted manager of a home. 
Ray Jr. won’t even argue the possibility 
that there might be a better mother in 
the world. 

Then there’s still another Joan. It’s 
the person who spends a part of every day 
in front of the mirror (even as all woman- 
kind has done since Eve, or at least since 
mirrors). 

Three distinctly different people rolled 
into one, sharply divided by the three 
major interests of woman—Romance, Her 
Home, and Herself. 

There’s just one magazine that recog- 
nizes and serves this triple life—McCall’s. 


Shawl Moves Studio 


Shawl, 

and photographer of San Francisco, 

has moved his studio from the Flat- 
iron Bldg. to the Monadnock Bldg. 


advertising artist 


For McCall’s is three magazines in one, 
each part addressing and interesting one 
of the three personalities of womankind. 

To meet her need for recreation and 
romance, McCall’s has given her first a 
magazine of Fiction and News. Then a 
separate four-color cover makes a divid- 
ing line as sharp as that between Mrs. 


Nema M seus Office 


Offices of National Electrical Manu- 
facturers Association will be moved 
from 570 Lexington Ave. to 155 E. 


Reed with Poultrymen 


C. W. Reed, formerly with Blackett- 
Sample-Hummert, San Francisco, is 
now sales promotion and advertising 
manager of Poultry Producers of 
Central California, San Francisco. 


Preston’s own personalities. This second 
magazine, McCall’s Homemaking, gives 
inspiration and help to her domestic inter- 
ests. Last,and equally important under its 
own four-color cover, is McCall’s Style 
and Beauty, appealing to her before-the- 
mirror mood. These three separate mag- 
azines are bound into one to make the 
new McCall’s. 

Advertising fits logically into this sound 
scheme of things. For years department 
stores have used the principle of re/ated 
selling. Now this principle is brought into 
the home, to the advantage of both 
sponsor and reader. In McCall’s it is 
unnecessary to risk addressing the right 
woman on the right subject at the 
wrong time. 

Evidence is overwhelming to prove 
that the Mrs. Prestons of McCall Street 
are grateful for this recognition of their 
triple personalities. And so, what at first 
seemed to be a radical step in magazine 
publishing has turned out to be helpful, 
sensible—and successful. McCall’s Maga- 
zine, 230 Park Avenue, New York City. 
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PUBLISHERS, 
ADVERTISERS 
MOURN CURTIS 


New York, June 8.—Tributes from 
leaders in business, advertising, pub- 
lishing and political circles to the 
memory of Cyrus H. K. Curtis poured 
in to the publisher's family and busi- 
ness associates this week, and ap- 
peared in the daily press. 

Among those expressing them- 
selves were President Roosevelt; for- 


mer President Hoover; Frank B. 
Noyes, president of the Associated 
Press; Adolph S. Ochs, publisher. 


New York Times; Ogden Reid, edi- 
tor New York Herald Tribune; J. 
David Stern, publisher, Philadelphia 
Record; Robert McLean, president, 
Philadelphia Bulletin Company; Wil- 
liam T. Dewart, president, New York 
Sun; William W. Hawkins, general 
manager, Scripps- Howard News- 
papers; Harvey S. Firestone; Wil- 
liam Randolph Hearst, and scores of 
others equally prominent. 


Lorimer Pays Tribute 


George Horace Lorimer, editor of 
The Saturday Evening Post, and 
president of the Curtis Publishing 
Company, said: 

“In the death of Mr. Curtis the 
publishing business has lost a great 
leader and Philadelphia a _ great 
citizen. 

“For the past 35 years I have been 
in close contact with Mr. Curtis. 
During all that time, I have never 
known him to compromise with his 
principles or to countenance any de- 
viation by others from the high 
standards of business ethics to 
which he had steadfastly adhered. 

“He was a man of fine character 
and high courage, simple and direct 
in his dealings, as stainless in his 
private, as he was in his business 
life. He enjoyed to an unusual de- 
gree the confidence, admiration and 
affection of those with whom he came 
in contact, both inside and outside 
his organization.” 

A number of agency and publish- 
ing executives commented on Mr. 
Curtis’ death directly to ADVERTISING 
AGE. 

Calkins Tells Incident 


Earnest Elmo Calkins, pioneer ad- 
vertising figure, reached at Lakeville, 


Conn., wired ADVERTISING AGE a 
tribute to Mr. Curtis. 
“I returned from Philadelphia 


one day many years ago,” he said, 
“on the same train as the president 
of one of the large print paper com- 
panies. He said to me: ‘I have just 
made a proposal to Cyrus Curtis to 
supply him with paper for The Satur- 
day Evening Post at a price that will 
save him $100,000 a year over what 
he now pays. He refused, but soft- 
ened his refusal by explaining, “I 
buy all my paper from the man who 
supplied me on credit for many years 
at a time when neither he nor I 
knew whether he would ever be paid 
for it. As long as he wants my 
business he can have it.’” 

“That incident, I think, furnishes 
the keynote to Mr. Curtis’ character, 
an unswerving loyalty to all who 
helped him, a loyalty manifested 
also to those who worked for him 
and did their work well, as I know, 
for my first acquaintance began with 
an order for advertising from him 
on singularly liberal terms which 
was a great help to the infant agency 
I was then founding. 

“IT could multiply such incidents 
indefinitely, but the one given ex- 
plains much in Mr. Curtis’ remark- 
able business career, and the great 
contribution he was able to make to 
the fairer and more ethical practice 
of advertising. 

“He will be greatly missed, but 
the principles for which he stood 
have been deeply impressed upon 
both publishing and advertising and 
will not soon be forgotten.” 

Edgar Kobak, president, Advertis- 
ing Federation of America, and vice- 
president, McGraw-Hill Publishing 
Company, said: 

“In the passing of Cyrus Curtis 
the fields of publishing, advertising, 
business — yes, and the consumer 


have lost a friend and leader. Busi- 
ness ethics, publishing and advertis- 
ing standards have profited by the 
years of leadership that Mr. Curtis 
exerted during his long and active 
life. It is up to those of us actively 
engaged in advertising to carry on 
the standards that have been set for 
us.” 

“The advertising world is’ the 
poorer for the passing of a fine and 
fearless gentleman,” Arthur H. Kud 
ner, president, Erwin, Wasey & Co., 
asserted. 

“With the passing of Cyrus H. K. 
Curtis we mourn the loss of a great 
leader in an outstanding era in 
American magazine journalism,” Ber- 
nard Macfadden. publisher, Macfad- 
den Publications, stated. “Mr. Cur- 
tis came into the magazine publish- 
ing field when it consisted chiefly of 
small circulation units of scattered 
appeal and influence relatively neg- 
ligible at the time as factors in Amer- 
ican life. 

Foresaw Possibilities 

“He foresaw the possibilities which 
magazines might offer in the way of 
information, education and inspira- 
tion to millions. And it was greatly 
through the expression of his vision 
of magazine journalism reaching 
into every nook in the land that the 
magazine industry has grown to its 
tremendous importance today. 

“His passing has left a great re- 
sponsibility upon those who remain 
to carry on his work and carry it for- 
ward in the spirit of the conscious- 
ness of the public trust which he 
dignified so well.” 

Lee Maxwell, president, Crowell 
Publishing Company. paid a _ high 
tribute to Mr. Curtis’ influence on 
the publishing field. 

“Mr. Curtis’ life and work have 
had a positive and helpful influence 
on the lives of millions of his coun- 
trymen,” he said. “His high stand- 
ards in both his business and per- 
sonal life have been an inspiration 
to all who knew him, but especially 
to every one of us in the publishing 
field. 

“He has shown us the way in 
many things. We all feel the loss of 
a great builder and leader.” 

Condé Nast, of Condé Nast pub- 
lications, said: 

“Not only was Cyrus Curtis a very 
great publisher, but more, perhaps, 
than any other American, he led the 
way in the improvement which has 
practically transformed the popular 
magazines within the past genera- 
tion. All of his publications—maga- 
zines and newspapers alike—have for 
years been edited on a plane of the 
highest ethics. 

“Mr. Curtis did much to stabilize 
the publishing industry and, by his 
refusal to countenance unethical and 
inappropriate advertising in the 
pages of his periodicals, he played a 
vital part in raising the advertising 


profession to its present generally 
high level of excellence and _ pro- 
priety. 


Influence Will Endure 


“Fifty years hence the influence of 
this modest and unassuming man will 
still endure. I knew him for’*many 
years and deeply regret his passing.” 

“The advertising world is deeply 
stirred by the news of Mr. Curtis’ 
death,” John Benson, president, 
American Association of Advertising 
Agencies, said. “In his passing, we 
lose not only a great publisher but 
one of the best and most influential 
friends advertising ever had, a 
staunch supporter of its highest 
ideals, a pioneer in the movement 
to improve technique and methods 
and standards of good faith in deal- 
ing with the reader. 

“He and his associates have taken 
an outstanding part since the earliest 
days to give advertising practice a 
professional standard and to develop 
the advertising agency as a reliable 
and constructive service factor. All 
of us who knew him had a warm af- 
fection for him as well as high re- 
spect. His personality and his ac- 
complishment will long remain one 
of the fine traditions of our busi- 
ness.” 

Grover A. Whalen, president, Ad- 
vertising Club of New York, paid 
the following tribute to Mr. Curtis 
at a club luncheon June 7: 

“The Advertising Club has been 
honored with the membership of 
many notable men, men who have 
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ELECTED BY CLUB 


Nan M. Collins 


Philadelphia, Pa., June 7.—Nan M. 
Collins, account executive, Roland 
G. E. Ullman Advertising Agency, 
was elected president of Philadelphia 
Club of Advertising Women at the 
annual meeting, succeeding Mrs. 
Pauline B. Peters, who was elected a 
director. 

Other officers elected were Ruth 
Hogeland, vice-president; Clare V. 
Fey, treasurer; Elsie E. Weaver, re- 
cording secretary; Ethel Jefferson, 
corresponding secretary. 


Directors named, in addition to 
Mrs. Peters, were Edith Ellsworth, 
Helen Klose, and Mrs. Margaret 


Lukes Wise. 


achieved greatly in many fields. but 
none of the outstanding men whom 
we have honored holds more of our 
affection and love and esteem than 
did the great publisher. 

“It is a simple truth when I say 
that no man associated with our 
business of advertising and publish- 
ing contributed as much to its prog- 
ress and advancement as did Mr. 
Curtis during his more than half 
century as a publisher. His influ- 
ence, direct and indirect, as reflected 
in the editorial and advertising 
pages of the Saturday Evening Post, 
The Ladies’ Home Journal, The 
Country Gentleman, and the great 
newspapers The Ledger, Evening 
Ledger and The Inquirer in Phila- 
delphia, and the Evening Post in 
New York, has been of a value that 
cannot be estimated. The lofty 
standards he set and adhered to, the 
code of pure ethics he followed, have 
influenced publishing and advertis- 
ing to a degree beyond measuring. 


A Great Humanitarian 


“IT shall not attempt to fix his 
status as a great humanitarian and 
citizen, or to discuss his contribu- 
tions to civic and educational wel- 
fare. That record is set down for all 
men to read and ponder over. 

“But while paying tribute to his 
great achievements and leadership in 
his chosen field, let us not forget the 
simple, kindly, friendly man who 
was our member. For many years 
he was a regular and welcome visitor 
to his Club—Our Club—and he sat 
among us not as a giant of the busi- 
ness world, not as a great man of 
international repute but as ‘just a 
member’ meeting with men who 
talked to him of the things that in- 
terested him as they do us—the day’s 
work, and the life going on about us.” 

Stanley Resor, president, J. Wal- 
ter Thompson Company, said of Mr. 
Curtis: 

“Here was a man who never did 
a sharp thing or a ‘clever’ thing 
in his life. Honesty, judgment, 
courage, vision, industry—what a 
seemingly simple combination. Yet 
when this combination is repeated 
often enough, the country and the 
world will be out of their diffi- 
culties.” 


Reach Expands 


Charles Daniel Reach Advertising 
Agency, Newark, N. J., has expanded 
its quarters in the Baldwin Bldg. 


Agency Moves 


Kelly, Nason & Roosevelt, Inc., New 
York, has moved to 30 Rockefeller 
Plaza, Rockefeller Center. 


ADVERTISING IS 
PARASITE, VIEW 
OF R. G. TUGWELL 


Sees No Niche for It in 
‘New Deal’ 


New York, June 8.—Advertising is 
conspicuous by its absence in the 
business system recommended as 
ideal by Rexford G. Tugwell, profes- 
sor of economics at Columbia Uni- 
versity, now doubling as assistant 
United States Secretary of Agricul- 
ture. 

This is revealed in Professor Tug- 
well’s new book, “The Industrial 
Discipline and the Governmental 
Arts,” just published by the Colum- 
bia University Press. 

Professor Tugwell views advertis- 
ing and apparently all corollary ac- 
tivities as superfluous, merely tack- 
ing on new costs to the total to be 
paid by the consumer. 

This is the man who will have 
considerable to say about food and 
drug advertising through the ex- 
tended functions of the Department 
of Agriculture, as provided by a bill 
now before Congress. 

Professor Tugwell’s new 
receiving wide attention, many ias- 
suming. rightly or wrongly, that it 
reflects the views of the new admin- 
istration. President Roosevelt's “brain 
trust” is composed almost entirely of 
college talent. 


book is 


No True Overproduction 


The professor admits over-produc- 
tion in some specific industries, but 
asserts there is no general over-pro- 
duction, which would mean _ that 
everyone had all of the products of 
industry for which he has any de- 
sire. 

“This is never true,” he says. “The 
more accurate statement is that con- 
sumers have all of particular kinds 
of goods they feel they can afford at 
the price which is charged. Usually 
they would take more if the price 
were lower or if their incomes were 
higher. At any rate, they would buy 
more of something.” 

He would raise incomes in the long 
run, but would increase’ buying 
power immediately by reducing 
prices. This could be done, he as- 
serts, by a proper system of plan- 
ning, which presumably, would elim- 
inate all advertising as extravagance. 

His system would allocate to each 
industry the exact amount of capital 
required to produce the exact amount 
of each kind of goods desired by con- 
sumers—and no more. No idle equip- 
ment would figure in the selling 
price. 


Would Apportion Output 


This limiting of control by each 
industry would be followed by an ap- 
portionment plan, under which each 
company would be told how much of 
its product it might turn out. He 
follows this up with the suggestion 
that a tax be imposed on funds, over 
and above replacement, which are 
kept for expansion purposes. 

Nowhere in this plan does adver- 
tising figure, as far as one is able 
to learn by perusing the volume. 
Competition is not to be deserted 
altogether, however. Professor Tug- 
well explains that “associations 
would be expected to set up their 
own planning boards and central 
management devices for maintaining 
standards of competition and for con- 
trolling maximum prices and mini- 
mum wages.” 

Details of the system are described 
in this chapter, “Government and 
Industry.” In another, ‘Processes of 
the Market,” Professor Tugwell re- 
veals that he has none too high an 
opinion of advertising. It is, at 
best, superfluous, in his estimation. 

“Branding, elaborate packaging, 
inflated claims to special quality, 
with exaggerated ballyhoo,” writes 
the professor, “are all, more or less, 
attempts to escape the necessity of 
honest market expansion through de- 
creased prices. 


| 
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“It is doubtful whether nine-tenths 


es 
sales effort and expenge 
serves any good social purpose. Ay 
individual firm may sell more type 
writers; but the general worth of 
salesmanship is rather to be teste 
by the total expansion of the type 
writer market, with deductions—angq 
there are many—for its use in yp. 
profitable ways. 

“All this has been forced by the 
typical technical developments of 
production, but very little of it 
actually contributes to the progregg 
of that technique. It does, however, 
come to be an added cost and so ip. 
creases the price which must be 


| charged for the goods. 


“Its profitableness to a single firm 

discovered by deducting from 
gross income the cost of distribution 
and determining, in that way, 
whether it has more than paid for 
itself. But its profitableness to go. 
ciety would be discovered by the re. 
verse process of finding out whether 
the addition to our stock of goods 
could have been made without this 
added burden of cost. 


is 


Sees One Alternative 

“This and similar careful and ex. 
pensive controls of price are all 
brought to bear finally in the mar- 
ket. We do not possess sufficient 
knowledge to say how much we lose 
or gain by permitting these private 
influences to impinge upon the mar. 
ket. The total must be immense, 
But here, again, there is no alterna- 
tive except by planning, allocating, 
producing to program.” 

Professor Tugwell points out, ag 
have many others before him, that 
the distribution system of this coun- 
try is less precise than that of pro- 
duction. He contends that enormous 
commitments of all kinds are made 
without any assurance that the con- 
sumer will buy the product at the 
stipulated price. 

“If the consumer should refuse, 
the whole structure would collapse,” 
he explains. “What is there to pre- 
vent this calamity? This is doubt- 
less the weakest feature of our sys- 
tem. For, as a matter of fact, only 
the roughest measures of precaution 
are available. As to the consumers’ 
willingness, of course, what we do is 
deliberately to mold that. 

“High-pressure salesmanship, in- 
cluding the advanced arts of adver- 
tising, are consistent features of the 
productive program. Possible faulti- 
ness in anticipating demands is reg- 
ularly recognized in corporate bud- 
gets. If the willingness does not 
exist, we make an expensive attempt 
to create it. This costs a great deal 
and the price has to be higher be- 
cause of it, and it can be enough 
higher, if the salesmanship is sue: 
cessful. 

“As to ability, that is another mat- 
ter. For if the consumers do not get 
enough for their services as pro- 
ducers, they will not be able to buy 
even if they want to.” 

Discussing prices to consumers, 
Professor Tugwell expresses the be- 
lief that this is left pretty much to 
chance. 

Would Determine Demand 


“The consumer has not been con- 
sulted. There is, in fact, no way in 


which he could be consulted. This is_ 
For” 
the whole amount of goods offered is” 


why there are frequent errors. 


opposed to the set of values which 


era 


exists in the consumer’s mind; and” 


in spite of the elaborate attempts to 


influence his values, he may not be 
able to pay the price even if he 
wished to do so. 

“This method of establishing prices 
might be bettered if there were more 
correct ways of determining demand 
some considerable time in advance. 
And the whole industrial machine 
might be made to operate more reg: 
ularly and efficiently if demand were 
known ahead and if the amount of 
capital and of labor devoted to spe- 
cific purposes were exactly enough, 
and no more than enough, to produce 
the wanted amounts.” 

This gives a clue to what Profes- 
sor Tugwell is trying to prove. He 
adds: 

“No way has been devised to bring 
this about; no way will be devised so 
long as certain basic features of our 
system remain as they are: private 
property in productive equipment, 
voluntary operation, competition in 
business, uncontrolled allocation of 


capital—such institutions as _ these, 
which we value so highly at present.” 
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Added Editorial and Circulation Values 


for Readers and Advertisers 


Advertising Age is pleased to announce 
that beginning with its July issue it will publish a 
special monthly section devoted to industrial ad- 
vertising. Class & Industrial Marketing, which has 
served this field for the past seventeen years, will 
be incorporated with Advertising Age beginning 
with that number. There will be no advance in 
subscription or advertising rates. 


This change will mean for readers of Adver- 
tising Age an added editorial service of real in- 
terest and importance. The growth of industrial 
advertising, the numerous successful campaigns 
of industrial advertisers, the activities of adver- 
tising agencies handling industrial accounts, the 
news of industrial publications, will all have a 
definite, vital place in the expanded editorial pro- 
gram of Advertising Age. 


In addition we are glad to add to the rapidly 
growing circulation of Advertising Age an impor- 
tant group of advertisers and advertising agen- 
cies whose interests will continue to be served 
through the industrial advertising section of the 
National Newspaper of Advertising. 


We welcome to Advertising Age additional 
readers in such companies as Alemite, Tidewater 
Oil, Shell Petroleum, Standard Oil (Indiana), 
Texas Company, Joseph Dixon Crucible Com- 
pany, Sinclair Refining Company, Barnsdall Re- 
fining Company, Pure Oil, International Harves- 
ter, General Motors, White Motor, Federal- 
Mogul, Caterpillar Tractor, Continental Motors, 
Waukesha Motors, Winton Engine, Edison Stor- 
age Battery, United States Rubber, Firestone 
Tire, Owens-lllinois Glass, Baldwin Locomotive, 
American Locomotive, American Steel & Wire, 
American Sheet & Tin Plate, Carnegie Steel, Re- 
public Steel, Bethlehem Steel, Illinois Steel, Amer- 
ican Brass, Revere Copper & Brass, Aluminum 
Company of America, New Jersey Zinc, Inter- 
national Nickel, Bakelite, General Plastics, Dow 


Chemical, Hilo Varnish, DuPont, Carborundum, 
Jos. L. Ryerson, Kester Solder, American Chain, 
Bassick, Simonds Saw & Steel, J. B. Ford, Oakite, 
Parker-Kalon, Jos. A. Roebling's Sons, Link-Belt, 
Dodge Mfg., Morse Chain, Graton & Knight, 
Diamond Rubber, Chain-Belt, American Pul- 
ley, Lewis‘Shepard, Standard Conveyor, Alvey- 
Ferguson, Lamson Company, Austin Com- 
pany, Detroit Steel Products, Lehigh Portland 
Cement, Masonite, Armstrong Cork, Reading 
lron, National Tube, Grinnell, Kohler, Crane Co., 
Universal Atlas Cement, Nash Engineering, Her- 
man Nelson, Trane Co., Kewanee Boiler, Ameri- 
can Radiator, American Blower, Atlantic Terra 
Cotta, Otis Elevator, McCord Radiator, Master 
Builders, Portland Cement Association, lron Fire- 
man, Durabilt Steel Locker, Cyclone Fence, Bab- 
cock & Wilcox, Ingersoll-Rand, Bristol Company, 
Foxboro, Jenkins Bros., Sarco, Goulds Pumps, Re- 
public Flow Meters, General Electric, Westing- 
house, Western Electric, Graybar, Benjamin Elec- 
tric, Fairbanks-Morse, Wagner Electric, Allis-Chal- 
mers, Cutler-Hammer, Allen-Bradley, Appleton 
Electric, Economy Fuse, Okonite, Bryant Electric, 
SKF Industries, Fafnir Bearing, Timken Roller Bear- 
ing, Marlin-Rockwell, Norma-Hoffmann, Hyatt 
Roller Bearing, Continental Can, Hinde & Dauch, 
Kalamazoo Vegetable Parchment, Container 
Corporation of America, Toledo Scale, and thou- 
sands of others. 


The hundreds of advertising agencies inter- 
ested in industrial advertising which have been 
subscribers to Class & Industrial Marketing will 
find the industrial advertising section of Adver- 
tising Age of still greater value. 


The July | issue, containing the initial monthly 
section on industrial advertising, will report fully 
the convention of the National Industrial Adver- 
tisers' Association, meeting at the Medinah Ath- 
letic Club in Chicago June 26-28. Watch for it. 


dvertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


537 S. Dearborn Street 
Chicago 


330 W. 42nd Street 
New York 
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N. E. A. ATTACKS 
WESTERN UNION 
FOR THROWAWAYS 


Indianapolis, June 9.— Opposition 
to government control over advertis- 
ing; definite indications of business 
recovery as indicated by increased 
advertising in the newspapers repre- 


sented; a rebuke to the Western 
Union Telegraph Company for its 
distribution of advertising “throw- 
aways” by uniformed messengers; 
correction of alleged radio  broad- 
easting evils; a proposal for the 
setting up of a department of ac- 


credited newspapers in the National 
Editorial Association similar to the 
advertising bureau of the American 
Newspaper Publishers Association— 
these were among the highlights of 
the forty-eighth annual convention 
of the National Editorial Associa- 
tion in Indianapolis this week. 

After the convention closed this 
afternoon the members left for a 
teur of Indiana which was to end in 
Chicago next Tuesday. 

A resolution charging that the dis- 
tribution of advertising messages by 
uniformed messengers is causing a 
decline in good will said: 


Text of Resolution 


“Resolved, that the National Edi- 
torial Association, a business organ- 
ization of 3,000 hometown news- 
papers, officially call this situation to 
the attention of the executives of the 
Western Union and recommend to 
their consideration the goodwill-re- 
gaining value of the hometown news- 
papers when and if that utility’s 
policy of consorting with throwaway 
sheets is changed.” 

Walter D. Allen, of Brookline, Mas- 
sachusetts, was elected president of 
the Association, succeeding J. F. 
Creamer of Orange. Cal. W. W. 
Aikens, Franklin, Ind., was re-elected 
treasurer and Mr. Rutledge was re- 
elected executive secretary. 


Discuss Recovery Act 


There was much discussion during 
the convention of the effect on news- 
papers, particularly the smaller dail- 
ies and the weeklies, of the national 
recovery act. 

“This law means government regu- 
lation of business,” said William L. 
Daley, Washington representative of 
the association. “It is an emergency 
matter which unfortunately may be- 
come permanent in our national life. 
This proposal of government control 
must be examined carefully. The 
government will have power to pre- 
scribe conditions of work which will 
affect every publishing plant, no mat- 
ter how small.” 


Tyler Re-elected by 
Club at New Haven 


Leslie H. Tyler, New York, New 
Haven & Hartford Railroad, was re- 
elected president of the New Haven 
Advertising Club at the annual meet- 
ing. Raymond C. Gorman was made 
vice-president; Clarence Lipman, sec- 
retary; and Robert J. Lancraft, 
treasurer. 

Lula B. Coleman was elected to the 
board, being the first woman thus 
honored. Other directors are An- 
thony C. Fehm, Andrew Casolino, 
Thomas A. Tarrant, Nathan B. Stone, 


‘Harry B. Kennedy and Adolph W. 


Lembach. Officers will be installed 
June 22. 


Gets Wooster Brush 


Fuller & Smith & Ross, Cleveland, 
have been appointed to direct adver- 
tising of the Wooster Brush Com- 
pany, Wooster, O. The company has 
been a leader in its field for 83 years. 
Magazines, newspapers, trade papers, 
direct mail and motion pictures will 
be used. 


MacCarthy to Tracy 


Harold F. MacCarthy, formerly of 
Alfred S. Hearn Company, New 
York, has joined W. I. Tracy, Inc., 
New York, as account executive. 


Name French Agency 


Midgetlab Company, St. Louis, 
manufacturer of chemical outfits, has 
placed its advertising with Oakleigh 
R. French, Inc., St. Louis. 


Bottlers Eliminate 


Free Refrigerators 


The Beverage Bottlers Institute 
was organized in New York last 
week by bottlers of carbonated bev- 
erages, fruit flavors and mineral wa- 


ters. Benjamin Schwartz was named 
trade relations counselor of the 
group. 


The first act of the organization 
was to draft an agreement to elim- 
inate the practice of furnishing re- 
tailers with free ice boxes. 


Swanson Joins French 


Earl H. Swanson, formerly adver- 
tising manager of Oscar Mayer & 
Co., Chicago packers, has joined Oak- 
leigh R. French, St. Louis agency, 
as account executive. 


Wilbert to Ayer 
Wilbert Products Company, New 
York, maker of bleaches, furniture 
polish, floor wax, and ammonia, has 
placed its account with N. W. Ayer 
& Son, Inc. 


Absorbs “Pacific Bottler” 

Western Brewing World, Los An- 
geles, has absorbed Pacific Bottler. 
San Francisco, and will publish it as 
a section of its regular edition. 


—i 


Seubbnes Succeeded 


by New Organization 
Law-Chapman-Shepherd is a new 
agency in Chicago, succeeding to the 
business heretofore handled by Bond- 
Lenz, Inc. F. W. Bond will shortly 
leave Chicago for California. 
Principals in the new organization 
are H. B. Law, D. V. Chapman and 
Charles E. Shepherd. Headquarters 
are at 429 S. Ashland Boulevard. The 
agency will specialize in sales pro- 
motion, direct mail and point-of-sale 
service. 


Pick “Miss I pana” 


Lilyan Dillard of Birmingham, 
Ala., has been chosen as the “dental 
charm girl’ of A Century of Prog- 
ress, Chicago. As “Miss Ipana” she 
will sit on a dais and beckon visitors 
to the Bristol-Myers exhibit in the 
general exhibits building at the ex- 
position. 


Coon Takes New Post 


Garett D. Coon, formerly with 
Frank Effinger advertising agency, 
Milwaukee, and more recently adver- 
tising and sales manager of Sim- 
plicity Automotive Equipment Com- 
pany, Pt. Washington, Wis., has 
joined Montgomery Ward & Co., Chi- 


cago, as assistant production man- 
ager of the retail advertising depart- 
ment. 


Kenneth Fickett Is 
Gotham Radio Chief 


Kenneth Fickett has joined the 
Gotham Advertising Company, New 
York, as radio director. 

He has been identified with broad- 
casting since 1924, first as announcer 
for WGR, Buffalo, then as station 
manager and program builder. 


Shell Executive Dies 


Thomas F. Lydon, executive vice- 
president and treasurer, Shell Pe- 
troleum Corporation, St. Louis, died 
June 4 after an illness of several 
weeks. He was 57 years old. 


Daugherty Gets Judd 


Sam P. Judd, formerly advertising 
manager of Mercantile Commerce 
Bank and Trust Company, St. Louis, 
has joined Jimm Daugherty, Inc., St. 
Louis, as account executive. 


Pick Calkins & Holden 


American Steel Wool Manufactur- 
ing Company, New York, has ap- 
nointed Calkins & Holden, New York. 


TO 


Another great 


——., 


Donald W. Cornell 


Starts Own Business 


Donald W. Cornell, formerly secre. 
tary and radio director of the Pay} 
Cornell Company, New York agency, 
has opened his own office at 370 Lex. 
ington Ave. as an advertising and 
sales promotion counsel. 

He was associated with the Pay] 
Cornell Company for six years. 


Rogers Peet Adds 


Line for Women 


Rogers Peet Company, New York, 
has brought out a line of women’s 
topcoats, which will be retailed 
through masculine channels. 

Prior to introduction of the new 
line, the firm has specialized solely 
in men’s and boys’ clothing for more 
than 50 years. 


New Weekly Names 


Representatives 


The Scarsdale, N. Y., Sun, morn- 
ing tabloid, which recently entered 
the daily field after five years as a 
weekly, has appointed DeLisser, 
Boyd & Terhune, Inc., national ad- 
vertising representatives. 

G. Harris Danzberger is the pub- 
lisher. 


“scoop” by the originators of the “‘Jig- 


Saw” craze! A premium or “give-away” novelty of 


proved selling power, and with tremendous appeal to 
young and old, at half the cost of “Jig-Saw” puzzles or 


less! 


It's the ‘‘Par-T-Mask” (patent applied for) 
@ originated and created by Einson-Freeman 


e backed by a national publicity campaign 


e ‘‘plussed” by a complete merchandising plan 


e and based on exclusive contracts with 


@ ALL Leading Newspaper Syndicates 
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ARTIST'S JOB TO 
PUT IDEA ACROSS 
IANELLI ASSERTS 


Chicago, June 8.—The job of the 
advertising artist is to express ideas 
so that people can understand them, 
Alfonso lIanelli, famous Chicago 
sculptor and designer, told the Chi- 
cago Advertising Council and the 
Chicago Art Directors’ Club, which 
held a joint luncheon meeting today 
in connection with a week’s exhibit 
of the New York Art Directors’ show, 
which is on view at Marshall Field & 
Co.’s retail store for a week. 

Mr. Ianelli, who was introduced by 
E. Willis Jones, art director of Need- 
ham, Louis & Brorby, Inc., chairman 
of the local art directors’ group, said 
that modern art has contributed ma- 
terially to a recognition of art as an 
expression of need, and of design as 
having a direct relationship to func- 
tion and use. He felt that the fresh 


approach needed for perfect develop- 
ment of this character has been 
helped by the effort of the radicals in 
the art field. 


The speaker also commented ap- 
provingly on the new types of archi- 
tecture at the Century of Progress 
Exposition, and said that they dem- 
onstrate the effort to relate the forms 
of buildings to modern needs. He 
predicted that the fair would influ- 
ence design of the future in many 
ways. 

“Modern art,” he said, “is getting 
at fundamentals of form and tone, 
and is stimulating new and worth 
while ideas in design. The artist 
who serves the manufacturer as a 
specialist in helping to project ideas 
to the public in understandable form 
needs time and quiet consideration 
to do his best work—and seldom gets 
it. Artists are coming from some- 
where to help in designing products 
as well as advertising, and so as a 
result better looking merchandise is 
appearing in many commodity fields. 
Cheaper things in the five-and-ten- 
cent stores are just as beautiful as 
the more expensive goods, and in 
some cases more beautiful.” 

Mr. Ianelli asserted that we are in 


the midst of a great upheaval in art, 
and that fundamentals are being es- 
tablished which make it possible to 
fuse art with human needs, and to 
make art the expression of those 
needs. Art, from that standpoint, he 
insisted, is a reasonable function, 
and the problem of the artist can 
therefore be studied like that of any 
other professional or business man. 
It is hard to work against heritage 
and precedent, but now the debris of 
out-worn ideas is being cleared away 
by the challenge of artists of the 
modern school. 


Critchfield Reorganizes 


Critchfield & Co., Chicago agency 
which liquidated April 1, has been 
reorganized with Scott S. Smith, 
president; R. J. Birkle, vice-presi- 
dent; R. C. Serymiger, secretary; and 
N. W. Smith, treasurer. All were 
former members of the old agency. 
Offices are at 8 S. Michigan Ave. 


Joins “Sacramento Bee”’ 


Hugh P. Walls, formerly business 
manager of the News Herald, Mo- 
desto, Cal., has been made business 
manager of the Sacramento Bee. He 
is succeeded at Modesto by F. C. 


HEADS OMAHA CLUB 


Sigurd U. Bergh, newly elected 
president of Advertising Club of 


Program for 
N.I.A.A. Meet 


Is Announced 


Chicago, June 8.—Program plans 
for the annual meeting of National 
Industrial Advertisers Association, 
which will be held here June 26-28, 
have been announced by H. F. Bar- 
rows, Austin-Western Road Ma- 
chinery Company, chairman of the 
program committee. 

As tentatively outlined, the meet- 
ing will be opened by W. L. Rickard, 
president, Rickard & Co., New York, 
who will talk on “Industrial Adver- 
tising and Its Opportunities in To- 
day’s and ‘Tomorrow’s Markets.” 
Others on the Monday morning ses- 
sion include Gen. Thomas S. Ham- 
mond, president, Whiting Corpora- 
tion, and president of Illinois Manu- 
facturers Association, who will dis- 
cuss “How We Operate Our Adver- 
tising Department in Connection 
With Our Personal Selling to Indus- 
try;” and Bennett Chapple, vice- 
president, American Rolling Mill 
Company, Middletown, O., on “Adver- 


Willey. Omaha, Neb. 


—————— —— — _____.|tising and Marketing Lessons We 


Have Learned from the Depression.” 
At the Monday afternoon session 
speakers will include A. C. Nielson, 
president, A. C. Nielson Company, 
4 & New York, “How Research, Engineer- 
ing and Advertising Departments Can 
Cooperate in Increasing Business 
\ , // ; PATENT and Profits”; and Dale Wylie, sales 
—_ or : promotion manager, Iron Fireman 
a si PKs APP LI E D Company, Cleveland, “The Iron Fire- 
iy re : FOR man Campaign.” 
| Millions A Sold! 
* ° mA ba 


Chicago, “How to Plan and Develop 

Market Research That Will Pay 
g- | The nationwide acceptance of Einson-Freeman ‘‘Par-T- 
of | Masks’ is already assured because several millions have 


Dividends;” Allan Brown, advertis- 
ing manager, Bakelite Corporation, 

to | been purchased for distribution by such leading adver- 

or | tisers as— 


Discuss Campaigns 


All of Tuesday will be devoted to 
the discussion of specific campaigns, 
by representatives of the companies 
involved, except for a talk in the 
afternoon by William Buxman, vice- 
president, McGraw-Hill Catalog and 
Directory Company, who will talk on 
collective catalogs. 

Those who will describe the cam- 
paigns of their companies include L. 


S. Hamaker, sales promotion man- 

Listerine Westinghouse ager, Republic Steel Corporation, 
s Youngstown, O.; F. O. Wyse, adver- 
Wrigley Procter & Gamble tising manager, Bucyrus-Erie Com- 
Socony-Vacuum Ralston Purina pany, South Milwaukee, Wis.; F. O. 


Burkholder, vice-president, Ahlberg 
Bearing Company, Chicago; and R. 
G. Creviston, sales promotion man- 
ager, Crane Company, Chicago. 

W. H. Dohner, director of art, en- 
gineering department, Westinghouse 
Electric & Mfg. Company, will talk 
at the Tuesday afternoon session on 
“Industrial Art as an Ally of Adver- 
tising.” 

The Wednesday morning session 
will be devoted to the subject of 
house organs, speakers including R. 
K. Clark, editor, “Shell Globe,” Shell 
Petroleum Corporation, St. Louis; J. 
O. Ferch, advertising manager, Har- 
nischfeger Corporation, Milwaukee; 
and B. R. Graff, advertising manager, 
Creamery Package Manufacturing 
Company, Chicago. : 

The Wednesday afternoon session 
will include a talk on “Grooming the 
— Sales Department for Better Busi- 
aw eee eae ~ ae ness” by F. B. Heitkamp, general 
are j : eg a ; sales manager, Cincinnati Milling 
Machine & Cincinnati Grinders, Inc., 
reports of committees and election of 
officers. 


(Standard Oil) Ovaltine 
Northern Paper Mills, etc. 


@ Get In On This New Craze! 


But don’t forget that a sound merchandising plan is 
essential to its success. 


Einson-Freeman has been perfecting a novel and un- 
usual plan for months—at a cost of tens of thousands 
of dollars. That's why it has been adopted by this 
country's business leaders—that's why it will WORK! 


Write, wire or ‘phone for details AT ONCE! 


CELEBRITY MASKS 


May Start Drive for 
Wisconsin Cheese 


Rumblings of a campaign to make 
the nation as much interested in 
Wisconsin cheese as it now is in 
California prunes or oranges are be- 
ing heard in the state. 

The Wisconsin Council of Agri- 
culture, composed of over 20 large 
merchandising dairy cooperatives, 
has announced a program calling for 
raising an advertising fund by as- 
sessing one-tenth of a cent per pound 
on all cheese marketed through Na- 
tional Cheese Producers Federation, 
Plymouth. 


Grafft Starts Agency 


George Grafft, formerly national 
advertising manager of the San Fran- 
cisco News, and a former president 
of the San Francisco Milline Club, is 
now conducting an advertising serv- 
ice at Monterey, Cal. 
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RADIO MAKERS 
DISCUSS USES 
OF NEW SEAL 


Chicago, June 8.—The Radio Man- 
ufacturers Association met here this 
week, wrestling with the question 
of what to do with the official RMA 
seal, which has been adopted by a 
majority of the producers of receiv- 
ing sets. 


President Fred D. Williams recom- 
mended that the seal be used in con- 
junction with a merchandising plan 
“as a mark of distinction that the 
set bearing the seal has been taxed 
in support of some broadcasting or 
trade association activity.” 

He added: “I feel sure that manu- 
facturers, wholesalers and dealers 
will be willing to contribute some 
stipulated amount that could be 
added to the price of the set in the 
furtherance of such a plan.” 

Mr. Williams also announced plans 
for an RMA Progress Week to be 
held next fall. The association has 
made an appropriation for promotion 
of this event. 

John W. Van Allen, general coun- 


sel. recited some of the sins from 
which the industry is suffering. He 
recommended that the trade adopt 
the plan of bringing out new models 
simultaneously at stipulated periods. 


Copy too Technical 


“As for advertising, we have em- 
phasized peculiar engineering fea- 
tures to a public which had little 
understanding of what we were pro- 
claiming and what it did to receiving 
sets,” he commented. 

“Likewise we have had no uniform 
terms to distributors and dealers, 
based on actual knowledge of the 
cost of distributing our merchan- 
dise.” 

S. W. Muldowny, chairman of the 
tube division, said unit volume was 
off only 18 per cent during the past 
year, compared with a 35 per cent 
decline in dollar value. 

The 5 per cent excise tax on radio 
was condemned by Paul B. Klugh, 
chairman of the legislative commit- 
tee. He also described the fight 
against legislation prohibiting radio 
sets in automobiles. Pennsylvania is 
one of the latest to have made this 
effort. 


Has New Tea Brands 


General Foods Corporation has 
added three new brands of tea to its 
line. They are Bliss, Par and Won- 
der, and will be packaged in cello- 
phane wrapped cardboard. 


——, 


Eriksen President 


of Milwaukee Club 


Fred E. Eriksen, T. M. E. R. & L. 
Co., was elected president of the Mil- 
waukee Advertising Club at the an- 
nual meeting, succeeding Harry G. 
Hoffman. T. Clayton Cheney, Mil- 
cor Steel Company, is vice-president; 
A. G. Heinmiller, S. J. Brouwer Shoe 
Company, secretary, and Marvin 
Lahmkuhl, First Wisconsin National 
Bank, treasurer. 

The new board of governors in- 
cludes Irving C. Buntman, Wisconsin 
Markets, Inc.; Walter Haise, Robert 
A. Johnston Company; Harry Sim- 
mons, club secretary, and Frank M. 
Smith, E. A. Bouer Paper Company. 


Wisconsin Bars “Saloon” 


Saloon may not be used in adver- 
tising, according to the Wisconsin 
beer bill just signed by the Governor. 
It is effective Sept. 1, 1933. It pro- 
vides that all beer sold in the state 
must be made of grain made up of 
at least two-thirds barley malt. 


Manro Direct Sales 


Russell Munro has been appointed 
sales manager for Daggett & Rams- 
dell, New York, beauty products. 


Oklahoma’s Sales Tax 


The lower house of the Oklahoma 
legislature has approved a 1 per cent 
general sales tax, with no exemp- 
tions. 


“Whence this 
RANGE POWER 


More than 300 a day ask The 
Oregonian for advice—how to cook 
this, how to serve that, advice on 
household problems, clothing prob- 


lems, child training. 


Last year more than 100,000 
women wrote or phoned to The 
Oregonian Home Economics Editor, 
Jeannette Putman Cramer, alone. 


Sales managers, merchandising 


Oregonian Cooking Schools play to full 
houses. More thousands of women in Port- 
land and its trading area rely more on 
The Oregonian for information and coun- 
sel on foods and domestic science sub- 
jects than on any other single source. 


managers, agency executives—have 
asked us “Where is there another 
paper anywhere in a market of com- 
parable size whose home economics 


department contacts 100,000 


PORTLAND, OREGON 


women a year?” Frankly, we don’t 
know. Maybe it doesn’t matter. 
But it does prove conclusively that 
The Oregonian rates FIRST in its 
market for advertising any product 
which sells to women. 


regonian 


J. T. CROSSLEY, Advertising Director 


National Representatives, VERREE 


& CONKLIN, Inc, 


New York, Chicago, 


Detroit, San Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc., 
San Francisco, New York, Chicago, Detroit, Los Angeles 
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ABSORBINE JR. 
CHANGES APPEAL 
IN NEW SERIES 


New York, June 8.—The tact that 
the advertising for Absorbine Jr. has 
succeeded in familiarizing the con- 
suming public with the precise na- 
ture of the condition researched for 
its benefit is revealed in the new 


campaign prepared by Erwin, Wasey 
& Co. for summer issues of a long 
list of magazines. Instead of devot- 
ing much of the lead to an explana- 
tion of “athlete’s foot,” as has been 
necessary in the past, the copy con- 
centrates on inducing the reader to 
take the proper steps to correct it. 

The copy plan is to make negative 
fear appeals in such a way as to 
threaten the reader’s possession of 
his or her dearest day dreams or 
ambitions. The series recalls the 
“she carried the daisy chain but—” 
type of copy first used for this prod- 
uct, but the technique is intrinsically 
different, particularly from the stand- 
point of personalizing the appeal. 

Knowing that the business man 
dreams of putting over that deal, the 
pater familia of gladdening' the 
hearts of his wife and children and 
the maiden of finding the right man 
caught in her cap, the agency has 
built the advertisements around the 
scene as these dreams are realized, 
thereby linking the product to the 
consumers’ most persistent trends of 
thought. A_ typical advertisement 
for the consumption of young women 
reads in part: 


What a Shock 


“His heart quickened at the soft 
fragrance of her cheeks. . But 
her shoes hid a sorry case of ‘ath- 
lete’s foot.” 

“What a shock to think that any- 
one so dainty, so lovely, so desirable. 
could have such a repugnant thing 
as this furtive disease! Have it and 
neglect it! For night after night she 
has looked at those dainty toes— 
watched them break out in tiny blis- 
ters— found them stickily moist — 
felt them itch—seen them peel—and 
she’s never done anything about it.” 

The advertisement is illustrated 
with the photograph of a charming 
girl, tight in the embrace of a young 
man who is typical of the kind mass 
feminine fancy sighs for. They are 
photographed standing on a glass 
platform, with the feet so out of 
focus as to make them several times 
larger than the heads. 


Ties Up with Former Copy 


The treatment of art copy is fol- 
lowed throughout the series and 
serves not only to attract attention 
but to bring the reader directly to 
the subject. This style of art also 
helps to connect the new campaign 
with former advertising illustrated 
with Brobdingnagian foot prints. 

On the new Absorbine Jr. schedule 
are Ballyhoo, Good Housekeeping, 
Quality Group, Redbook, College Hu- 
mor and Sense, Life, Judge, Physical 
Culture, New Outlook, Elks Maga- 
zine, American Golfer, Golf Illus- 
trated and a list of national publica- 
tions in the fields of specialized 
sports and athletics. With the ex- 
ception of the latter group and the 
golfing publications, the same copy 
appears in the entire list. 


Advertising May 
be Broadcast to 
All Bathers Now 


New York, June 8.—The start of 
a new advertising medium will pe 
heard June 15 when Audible Adver. 
tising, Inc., will turn on twelve loud 
speakers at Long Beach, L. L., for 
the benelt of the 725,000 bathers who 
patronize the resort each week. 

The company formed to exploit 
this idea is headed by S. Quain, presi. 
dent, and Mair Cohan, secretary and 
treasurer. If everything goes well, 
Audible Advertising, Inc., plans to 
install similar public address sys. 
tems at other large beaches in the 
metropolitan area as a means of 
reaching the several million New 
Yorkers who look to surf and beach 
for summer recreation. 

Transcriptions will be employed at 
the beginning, but originals may be 
used later. The offerings will include 
dance music, popular songs, beach ex. 
ercises, swimming lessons, sport 
events, temperature and weather re. 
ports, news reports and health and 
beauty hints. The commercial con- 
tinuities will be run in as in radio 
broadcasting. 

The broadcasting will continue 
from ten in the morning until six at 
night, but there will be 10 minute 
intervals between programs. Audible 
Advertising boasts that its circula- 
tion can’t tune off and that the ad- 
vertiser can actually stand on the 
boardwalk and measure his coverage 
himself. 

The company plans to group its ad- 
vertisers by appropriate hours. The 
food advertisers will be heard around 
noon; products such as sunburn rem- 
edies and cosmetics will be featured 
in the afternoon, and time around 
the home-going hours will be offered 
to gasoline marketers. 


Admen Exhibit 
Little 
For Burlesque 


New York, June 8.—Unless some 
of the contributors to the “Bawl 
Street Journal,” burlesque newspaper 
published annually by the Bond Club 


of New York, are advertising men 


cut of employment, it appears that 
advertising men are poor thirds to 
bond brokers and editorial men when 
it comes to the art of burlesquing 
advertisements. 

As nearly as could be determined, 
J. Allan Hovey, 
fice of Stewart, Hanford & Froman, 
Inc., was the only agency man to 
score. Advertising had a valid claim 
on only one of the other 14 winners, 
Northrop Clarey, assistant to the 


president of the Standard Oil Com- " 


pany of New Jersey. However, he 
preferred the news columns as an 
outlet for his talents. 

The Camel cigarette advertisement, 
the largest in the paper, which was 
doped sure to show by advertising 
men, did not finish in the money. Its 
author was Kenneth Wray Conners, 
of Philadelphia, who took a prize for 
one of, the smaller advertisements. 
He did not state his connection or 
occupation. 

$1,000 Jackpot 


The contributions were judged by 
a jury of two bond men and a news- 
paper columnist, which might mean 
something. 

Mr. Hovey’s contribution was the 


of the Rochester of- | 


——— 


Talent}. 


_s 
—_e. ———— — o_o 


— 


Rage te Se 


advertisement of the Bank of New | 


York, which entitled him to draw a 
principal share in the $1,000 jackpot 
divided by the 15 winners. 


Copies of the 1933 edition of the © 


“Bawl Street Journal” may be 
secured from Glidden & Morris, 72 
Wall St., New York, at 50 cents each. 


Heinz Radio Serial 
Extended After Test 


After a test over CKLW, Detroit, 
and KMBC, Kansas City, the H. J. 


Heinz Company, Pittsburgh, has 
added a number of cities to their 
schedule for the radio serial, “Tar- 


zan of the Apes.” 

Maxon, Inc., Detroit, was in charge 
of the test. The serial was produced 
by American Radio Features Syndi- 
cate, Los Angeles. 
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ADVERTISING TO 
HAVE OWN HOME 
AT EXPOSITION 


Break Ground for Theater 
At World’s Fair 


Chicago, June 8.—Advertising will 
not only be represented with an ex- 
hibit at the Century of Progress Ex- 
position, but will be housed in its 
own theater, where the film, “Fifty 
Golden Years,” will be exhibited be- 
ginning June 30, when Advertising 
Day at the world’s fair will be cele- 
prated. 

Ground for the theater building 
was broken yesterday. It became 
necessary to erect the building after 
the project for a press building at 
the fair, which had been promoted 
for several months, and which was 
expected to house the film, fell 
through. 

George Buckley, who designed En- 
chanted Island at the fair, is the de- 
signer of the advertising theater 
building. It is planned to reproduce 
on the front of the building typical 
advertising pages from publications. 
This will be in the form of a painted 
bulletin designed by General Out- 
door Advertising Company. 

The seating capacity of the theater 
will be 225. The film, which will 
take thirty minutes to run, will be 
shown all day long. There will be 
no admission fee. The location of 
the theater is particularly advan- 
tageous, between the air show and 
the General Motors building. The 
film is now in production, and will 
be ready to show June 30. The 
scenario is by Earnest Elmo Calkins. 


Group of Sponsors 


The advertising exhibit is under 
the auspices of leading advertising 
groups, including the Advertising 
Federation of America, Association 
of National Advertisers and the Four 
A’s. It is sponsored and paid for 
by the following: 

Crowell Publishing Company, Chi- 
cago Daily News, outdoor advertising 
interests, McGraw-Hill Publishing 
Company, General Motors Company 
and the General Electric Company. 
The last two are recent additions to 
the list of sponsors. 

The final rearrangement of the 
plans, including the plan for a spe- 
cial theater to house the advertising 
film, was worked out this week by 
the fair officials and Edgar Kobak, 
president of the A. F. A., and John 
Benson, president of the Four A’s, 
representing advertising interests. 


“Cincinnati Enquirer” 
Appoints Bechtolt 


George T. Bechtolt will become ad- 
vertising manager of the Cincinnati 
Enquirer June 15, succeeding Roger 
H. Ferger, who leaves for San Fran- 
cisco July 1 to join the Pacific Street 
Railways Advertising Company. 

Mr. Bechtolt has been in the sales 
and advertising departments of the 
Philip Carey Company. 


Grunow and U. S. 


Plan Consolidation 


The Grunow Corporation and U. S. 
Radio & Television Corporation, Chi- 
cago, have agreed to merge, subject 
to approval of stockholders. 

William C. Grunow, who will be 
president, said present lines of radio 
and refrigerators will be _ supple- 
Mented with washing machines and 
other household appliances. 


Cooking School Ends 


With the close of the 1932-33 cook- 
ing school and food institute spon- 
sored by Kroger Grocery & Baking 
Company, Cincinnati, the company 
has announced that the school’s ses- 
sions drew a total attendance of more 
than 220,000. 


Francisco Comes East 


Don Francisco, vice-president in 
charge of Pacific coast activities for 
Lord & Thomas, is in the east, visit- 
ing the Chicago and New York offices 


Maxwell With Beecher 


Joseph A. Maxwell has resigned as 
account executive with Gardner Ad- 
vertising Company, St. Louis, to join 
the newly organized agency of Ed- 
ward Beecher at 1706 Olive St., St. 
Louis, as vice-president. Mr. Beecher 
was president, and Mr. Maxwell vice- 
president of Beecher-Cale-Maxwell, 
Inc., before both joined the Gardner 
agency. 


Wahl Account Goes 
to Young & Rubicam 


The advertising account of The 
Wahl Company, Chicago, maker of 
fountain pens, pencils, ete., has been 
placed with the Chicago office of 
Young & Rubicam, Inc. 
An extensive campaign 
planned for the fall. 


is being 


Portland Cement 
Association Is 


Back in Dailies 


Chicago, June 7.—Resumption of 
newspaper advertising in many states 
will be added to the promotional 
efforts of the Portland Cement As- 
sociation, as a result of action taken 
at the Association’s spring meeting, 
held recently in New York. 


Copy Is Localized 


Newspapers will be used to support 
the Association's program and to in- 
form the public on the merits of 
concrete construction. Subject mat- 


ter and schedules will be determined 
by the marketing opportunities in 
specific localities. 

The Buchen Company, Chicago 
advertising agency, which was re- 
tained by Portland Cement Associa- 
tion early this year, for trade and 
business paper advertising, will also 
handle the newspaper program. 


Faulkner with “Log” 


Paul Faulkner, newspaper man, 
has been made advertising manager 
and editor of The Log, San Fran- 
cisco marine publication, succeeding 
L. W. Peck. 


Keystone to Gray 


Keystone Automobile Club, Phila- 
delphia, has placed its account with 
Jerome B. Gray & Co., Philadelphia. 


Sherlock Buys Weekly 


Chesla C. Sherlock, until recently 
managing editor of Ladies’ Home 
Journal, and before that editor of 
Better Homes and Gardens, has pur- 
chased a half interest in The Mar- 
shalltownian, weekly newspaper at 
Marshalltown, Ia. The paper is pub- 
lished by his father. 


Fischer to Westco 


Fred Fischer, formerly with 
D’Evelyn & Wadsworth, San Fran- 
cisco, has joined Westco Advertis- 
ing Agency, San Francisco. 


Names Badger & Browning 


The account of Acushnet Process 
Company, New Bedford, Mass., maker 
of golf balls, has been placed with 
Badger & Browning, Inc., Boston. 


AAO PEs 


of the agency. 


Multiply by 
642,000 


Take for example, any thoroughly typical 
New York family. Recognize them as 
human beings. Understand their likes, their 
needs, their fears, their emotions, their 
wants. Find out what moves them to buy. 
Then multiply that family by 642,000— 
recognizing that there is one common de- 
nominator for them all — THE NEW 
YORK EVENING JOURNAL... For 
all 642,000 of these families read The Jour- 
nal every evening. All 642,000 of them 
READ The Journal as no other group of 
readers reads its newspaper. ‘This consti- 
tutes a yardstick of dual importance: a 
yardstick of numbers, first, but more than 
that, a measure of the voltage of the hearing 
your advertising gets. 


New 


York’s BEST READ Evening Paper 


Nationally Represented by Rodney E. Boone Organization 
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City Is Getting 
Beer Business 


Millions of Dollars in Or- 
ders Coming to Allied 
Local Industries 


Millions of dollars in new business 
is coming to Milwaukee industries as 
a direct result of the return of real 
beer. Supplies from other cities are 
coming in at the rate of 30 cars a day. 

One bottling machinery plant has 
received orders totaling more than 
$2,000,000 and is increasing its force 
from 348 to 600 men. _Orrlers for heer 


@ Milwaukee—!1 2th largest city in 

the United States—has, all dur- 
ing the last three years, remained 
a most desirable and profitable 


market. 


@ Dun & Bradstreet, in a current 

report, names Milwaukee as one 
of the two outstanding American 
cities in trade improvement. 


@ Milwaukee's 


more! 


@ Milwaukee—always a good mar- 
ket — is a most desirable one 


NOW. 


@ A leading convention city— 
Milwaukee expects 160,000 vis- 


breweries, 

allied industries, have placed 
over 6,000 men on their payrolls 
since April 6—and are adding 


itors in June, July, and August, at- 
tending 350 conventions. Delegates 
expected to spend $10,000,000! ~ 


Reach this plus market—visitors 
without regular newspaper reading 
habits while away from home — by 


using outdoor advertising. 


make 


and 


@ More plus circulation:—All dur- 

ing the Century of Progress Ex- 
position, thousands of visitors will 
Milwaukee 
while additional thousands will take 
advantage of the special lake, rail- 
road, and bus trips from Chicago 
to Milwaukee and return. 


@ Reach this 

pleasure bound, through out- 
door — the medium reaching the 
largest number of buyers at smallest 


headquarters, 


plus circulation, 


cost per thousand established circu- 


| CREAM CITY OUTDOOR ADV. CO.}ff 


lation—at no extra cost. 
Send for new quantity discount plan. 


300 N. Eighth St., Milwaukee, Wis. 


38,019 


Ah! A Purina 
Spray Gun Has 
Done Its Duty 


(Picture on Page 20) 

St. Louis, Mo., June 8.—Not “Sizz, 
300m, Bah,” but “Sizz, Boom, Ah- 
h-h-h,” describes the natural reac- 
tion to the use of the new, improved 
spray gun for Purina mosquito and 
fly spray. 

That is what Ralston Purina Com- 
pany is asserting in a test campaign 
released in St. Louis Post-Dispatch 
this week for the household pack- 
age of its insecticide, which hereto- 
fore has been distributed chiefly in a 
bulk package, accompanied by a 
larger gun. 

The campaign, which comprises 
eight weekly insertions, consists of 
six cartoons, running in 200-line 
space, and two smaller pieces of copy 
in more conventional style. 

In all of the cartoons the familiar 


exuberant yell usually associated 
with athletic contests of a slightly 
more strenuous nature has been 


turned into a glorification of Purina, 
with the “Ah-h-h” expressing the 
sigh of relief when the “Boom” of 
the Purina gun has eliminated the 
“Sizz” of the annoying insect. 

How this delightful result is ac- 
complished is explained briefly in the 
copy: 

“Works on a_ new . principle. 
Doesn’t merely dope them — makes 
them fly madly about—absorb its full 
death-dealing strength.” 

The gun, decorated with the fa- 
miliar Purina checkerboard design, 
has a reservoir made of glass, from 
which enough of the design is left 
off so that it is possible to determine 
when it requires filling without tak- 
ing the device apart. 

Gardner Advertising Company, St. 
Louis, is in charge of the company’s 
advertising. 


$100,000 for Insurance 


An advertising appropriation of 
$100,000 was recommended to the 
National Board of Fire Underwriters 
by its public relations committee, at 
the annual meeting in New York last 
week. Last year $98,000 was spent, 
$65,000 in general magazines, and 
$23,000 in farm publications. 


Motor Executives 


Entertain Prince 


Prince Charles, nephew of the 
King of Sweden, visited the Ply- 
mouth plant of the Chrysler Corpora- 
tion this week, where he was con- 
ducted on a tour of inspection by K. 
T. Keller, executive vice president of 
the Chrysler Corporation, H. G. 
Moock, Plymouth’s’ general _ sales 
manager, and G. F. Mooney, sales 
manager of Chrysler Export Corpora- 
tion. 

The Prince, who owns seven Chrys- 
ler cars, listened intently as_ the 
sales executives explained how the 
remarkable value of American cars 
was made possible by advertising and 
mass production. 


Haire Publications 


Expand Personnel 


H. M. Love, Cyril Reinstatler, Ed- 
ward A. Borack, Doris Burrell and 


Walter J. Breslin have joined the! 


Haire Publications, New York. 
Mr. Love, formerly of Merchandise 
Manager, is advertising representa- 


tive in charge of Electric House Fur: | 


nishings, a new section of House 
Furnishing Review. 

The other four are connected with 
Trunks and Leather Goods, Mr. Rein- 
statler as editor, Miss Burrell as 
fashion editor and the Messrs. Borack 
and Breslin as advertising represen- 
tatives. 


Extra Pay for Radio 
Asked by Chorines 


The Chorus Equity Association, 
New York, has adopted a new con- 
tract stipulating that members are 
entitled to extra compensation for 
radio, television and motion picture 
work. 

The rates of pay vary from one 
eighth additional to four-eights. de- 
pending on the classification. 


Ide Co. Liquidates 


Stockholders of George P. Ide & 
Co., Troy, N. Y., manufacturers of 
men’s collars and other furnishings, 
have voted to liquidate and dissolve 
the corporation. The business was 
started in 1865 and receipts have 
amounted to as much as $3,500,000 a 
year. 


Finestone with Bauer 


Harold Finestone, formerly pro 
duction manager of the Atlantic Ad 
vertising Agency, Philadelphia, has 
joined the Adrian Bauer Advertising 
Agency, Inc., Philadelphia, as ac 
count executive. 
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ADVERTISING TO 
ORGANIZE UNDER 
RECOVERY BILL 


(Continued from Page 1) 


with the Advertising Federation in- 
stantly when the administration’s de- 
cision is known. 

The publishing and other medium 
associations have been busily en- 
gaged in drawing fair competition 
eodes to apply to their respective 
lines of business but have gone no 
further. Some executives are of the 
opinion, however, that advertising 
interests should not await word from 
Washington as to what form organ- 
jzation of the industry should take. 
They pointed out that the only coun- 
sel from the government has been, 
“Settle your own problems first— 
then come to us,” and expressed the 
opinion that the divisions of the in- 
dustry should vote on the matter and 
then await Washington’s approval of 
the result. 

All associations reported that they 
anticipated no difficulty in complet- 
ing and securing approval of their 
codes, as all that is necessary to 
comply with the new law is to make 
additions to standards of practice 
already in operation and _ devise 
means for enforcing the complete 
codes. All meet the requirement that 
they be truly representative of their 
industry, except the American As- 
sociation of Advertising Agencies, 
which may need an official definition 
of an advertising agent to settle the 
point. 

Represent 75% of Volume 


The members of this association 
place 70 to 75 per cent of the adver- 
tising volume in all mediums. and 
this percentage will be increased if 
applications on file are accepted. 
Also if the soviet system of repre- 


sentation by personnel strength, 
toward which the administration 
seems kindly disposed, is the de- 


termining factor, the association is 
truly representative. 

The question arises only in con- 
nection with the view that member- 
ship in the governing association 
should comprise a majority of the 
units in the field, hence the necessity 
for the definition. It is the belief 
that the definition should be framed 
around the requirements for admis- 
sion to the A. A. A. A., and there is 
no doubt but that the association 
complies with the proposed law in 
that it “impose no inequitable re- 
strictions on admission to member- 
ship.” 

The A. A. A. A. is, also, the only 
association in the advertising world 
representing a field where differences 
of opinion as to practices appear to 
exist. The minority views, sooner or 
later, will come up for a hearing, as 
provided for in the bill, and the 
agency men of all faiths have given 
pause to the statement that codes of 
fair competition must not be de- 
signed to promote monopolies or to 
eliminate or oppress small enter- 
prises. 

Some views held by the minority 
will be supported by common law 
governing agents, whereas the A. A. 
A. A. takes the stand that the adver- 
tising agency is an independent con- 
tractor. A statement made to ADVER- 
TISING AGE by Wm. H. Rankin, presi- 
dent of the Wm. H. Rankin Co., 
touched upon one difference of opin- 
ion with the A. A. A. A. code, to 
gether with other topics of interest 
in connection with the industrial 
recovery bill. 


Young Report Helpful 


“The Young report, coming at this 
time, is particularly helpful in de- 
ciding upon that portion of the in- 
dustry’s fair competition relating to 
agency compensation.” he said. 

“During war-time, Wm. H. Colver, 
chairman of the Federal Trade Com- 
Mission, told James O’Shaughnessy 
and myself that he considered price- 
cutting on the part of agencies, or 
the rebating of any part of the 
agency commission, as unfair trade 
Competition, and added that it was 
unfair to publishers or other adver- 


tising media for any agency to sell 
space to advertisers at less price 
than the advertisers could buy it di- 
rect, or through a_ house -owned 
agency. This matter was never 
placed officially before the Federal 
Trade Commission. 

“When the industrial recovery 
bill is passed, the American Associa- 
tion of Advertising Agencies and the 
Association of National Advertisers 
may get together with the publishing 
and media associations to formulate 
a fair competition code for the busi- 
ness of advertising and forever elimi- 
nate unfair price cutting, rebating 
use of local instead of national rates, 
allowing the advertiser the agency 
commission direct to the advertiser 
and similar abuses. 

“It would be an easy matter for all 
advertising media, at this time, to 
make a ruling that they would pay 
the advertising agency exactly what 
the agency charges its clients for 
services. The gross amount of the 
advertising bill would be paid to the 
medium and a check sent to the ad- 
vertising agency for services, the 
same as is done in other lines of 
business. An audit of each agency’s 
business, similar to the A. B. C., 
would be made either by an inde- 
pendent auditing company or by the 
government, as is done for income 
taxes. 

How It Would Work 


“If the agent charged and earned 
15 per cent of the gross, payment 
would be made on that basis, and 
less if the agency charged less. How- 
ever, under these conditions all agen- 
cies would charge 15 per cent and 
sometimes more. The enforcement 
of this plan would improve the serv- 
ice of many agencies and also in- 
crease employment and wages in the 
advertising agency field. 

“Other lines of business will, dur- 
ing the coming year, regulate them- 
selves in much the same way. It 
may be objectionable to some, but 
helpful to business and employment 
in the long run. 

“The business of advertising, I am 
sure, will support President Roose- 
velt in his well thought-out plans to 
help business in every direction.” 


Italian Daily Sues 


to Enforce Contract 


Alleging intention to violate by 
La Tribuna Publishing Company, 
New York, of an agreement made 
with its officers not to re-engage in 
the daily newspaper publishing busi- 
ness east of the Mississippi for 10 
years, Il Progresso Italo-American 
Publishing Company, New York, has 
asked for an injunction. 

The agreement was made in 1929 
when Generoso Pope, owner of the 
plaintiff company, bought the Italian 
daily, Bollettino dela Serra, from 
Philip and Vincent Giordana, the pub- 
lishers, who are now officers of La 
Tribuna Publishing Company. 


Increased Canadian Rates 
Apply Only to Newspapers 

An item in a recent issue of ADVER- 
TISING AGE referring to increased 
Canadian postage rates for period- 
icals gave the erroneous impression 
that the new rates applied to maga- 
zines, as well as newspapers. 

The four-cent a pound rate applies 
only to newspapers containing more 
than 50 per cent advertising and dis- 
tributed outside a 40-mile radius from 
the point of publication. 


Two Editions for 


Beverage Publication 


Beverage-Merchandising, Los An- 
geles, has been divided into two edi- 
tions. One will cover the manufac- 
turing field, the other distribution of 
beer and other beverages. The lat- 
ter edition includes Western Malt 
Dealer and Fountain Products. 


Waters Has Ever-Dry 


Ever-Dry Laboratories, Inc., Los 
Angeles, liquid deodorant, has ap- 
pointed Waters Merchandising Cor- 
poration, New York, as eastern sales 
representative and marketing and 
advertising counsel. 

Trade magazines, direct mail, 
newspapers and radio will be used. 


Shurhit Names Agency 


Shurhit Products, Inc., Waukegan. 
Tll., has named the Chicago office of 
Campbell-Sanford Advertising Com- 
pany to handle its account. Maga- 
zines, trade papers and export pub- 
lications will be used. 


46.4 Cents of 
Dollar Spent 
In Newspapers 


New York, June 8.— The news 
paper’s share of the national adver- 
tising dollar remained constant in 
1932, the American Newspaper Pub- 
lishers Association reports. 

While national advertising in 
newspapers shrunk from $205,000,000 
in 1931 to $160,000.000 in 1932, the 
newspapers received 46.4 cents of 
each dollar. This was the same as 
in 1931 and within half a cent of the 
1920 ratio. 

Increases in newspaper advertising 
in 1932 were noted in the gasoline 
and tire fields. Manufacturers of 
candy and gum, soaps and cleaners, 
and soft drinks also made greater 
combined expenditures in  news- 
papers in 1932. 

The decline of 20 per cent reported 
by 287 leading newspaper advertisers 
in the current report corresponds to 
the estimated drop in the total vol- 
ume of national newspaper lineage. 


With Heinn Company 


0. C. Dahlman is now advertising 
and sales promotion manager of the 
Heinn Company, Milwaukee, Wis., 
maker of loose-leaf binders. 


SELLERS’ MARKET 
IS HERE: SISSON 


New York, June 8.—Mounting con- 
fidence and an upturn in business 
has created a sellers’ market, Francis 
H. Sisson told the Advertising Club 
of New York yesterday. 


Mr. Sisson, who is vice-president 
of the Guaranty Trust Company, 
president of the American Bankers 
Association and chairman of the 
board of the H. E. Lesan Advertising 
Agency, was the principal speaker 
at the luncheon meeting installing 
recently elected officers. 


Following him on the program. 
Grover A. Whalen, the club’s re- 
elected president, paid the tribute to 
Cyrus H. K. Curtis which appears 
elsewhere in this issue and read a 
short telegram sent to the publisher’s 
daughter expressing the organiza- 
tion’s sympathy. 

James C. Auchincloss, retiring 
president of the Better Business 
Bureau of New York City, was pre- 
sented with an embossed resolution 
expressing his colleagues’ apprecia- 
tion of his work. The presentation 
was made by Gilbert T. Hodges, of 
the New York Sun and chairman of 


the Advertising Federation of Amer- 
ica, who recalled that the club spon- 
sored the establishment of the bureau 
some 10 years ago. George W. 
Hodges, the new president of the 
bureau, was introduced. 


Warns of Inflation 


While admitting it would provide 
temporary benefit, Mr. Sisson warned 
that the ultimate result of inflation 
was catastrophe. He urged the club’s 
influence be exerted in behalf of 
keeping the government’s fiscal af- 
fairs on a sound basis, declaring the 
public had the right to ask those in 
control to ignore the siren call of 
cheap money and inflation. 

His optimism over the improved 
outlook for business was shared by 
Mr. Whalen, general manager of 
Wanamaker’s, who said that the im- 
provement was decidedly in evidence 
in the mercantile field. 

In addition to Mr. Whalen, the 
club’s officers include E. D. Gibbs, 
Oliver B. Merrill and H. B. LeQuatte, 
vice presidents; Ralph Trier, treas- 
urer; and Gates Ferguson, Alfred L. 
Freden, Charles E. Murphy, Lee H. 
Bristol, Frank J. Reynolds and 
Thomas J. Watson, directors. 


Names Zinn & Meyer 


Modern Living Magazine, Inc., New 
York, publisher of Modern Living, 
has appointed Zinn & Meyer, Inc., 
New York. 
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Permanently identify Aumdzeds 


nationally advertised 
the pout of actual 


of 
product. ait 


You are greeted everyday, everywhere with hun- 
dreds of familiar names and trademarks of 
national advertisers arrestingly portrayed on ING- 
RICH Porcelain Enameled Signs. 


They tell WHAT the product is . .. WHERE it is 
sold and WHO sells it,—thus forming the last vital 
link in every successful merchandising plan 


AT THE POINT OF SALE. 


Why not incorporate ING-RICH Signs in your 
advertising plan? Our descriptive booklet ‘‘Fade- 
less Publicity’’ will give you all the facts. 


INGRAM-RICHARDSON MANUFACTURING CO. 


BEAVER FALLS, PENNA. 
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Splits Sales Effort it is known today. A disagreement |shocked his wife by signing Marion | paper, with the Philadelphia Nort, 

wv ae Je DEATH TAKES put Curtis into possession of the|Harland, leading feminine writer of | American, acquired in 1925, Was 

ot tae ee a canes ae supplement, while its sire was moved |the day, for a story for which he|merged with the Public Ledger. He 

y val greater specialization of ef to New York, where it shortly ex-|agreed to pay $90. The results of [bona the New York Evening Pog 

fort. J. S. Sayre, sales manager, will pired. Selling subscriptions to his|this flyer encouraged him to go still | Jan. 1, 1924, and the Philadelphia Ip. 
have charge of domestic refrigeration paper at four for $1, Mr. Curtis | higher and he paid Louisa M. Alcott | quirer in 1930. 

sales, while J. A. Harlan has been quickly built a circulation of 50,000. | $100 for a column, | Though Curtis had to fight hig 

placed in charge of commercial sales. Feeling that advertising was The same policy was adopted for | way to the top of his chosen profes. 

— (Continued from Page 1) needed, he enlisted the services of N. lthe Saturday Evening Post. Mr. Cur-|sion he was never insensible of the 

lisher of The Saturday Evening Post,|W. Ayer & Son for a $400 campaign.j¢ig sought the services of Arthur | value of the advertising space he 


" SEAR EETING PEEe DISPENS- 
ING EQUIP NT” is a study 
covering the + tl of distribu- 
tion of this equipment, and will be 
sent without cost to manufacturers 
who have such equipment to sell. 

No matter how or where this equip- 
ment is sold, the plumbing dealer 
installs it and in many cases, sells 
it. Because he is a figure of such 
importance, he should be included 
. the sales plans of manufacturers 


Write for peur Sree oe of this study. 
DOMESTIC ENGINEERING 
Plumbing& Heating Contracting and Merchandising 
1900 Prairie Avenue, Chicago, Illinois 
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Tre Drug business 
defies depres- 
sion." There are 
many reasons — 
but effective use 
of the dealer's 
window is by no 
means the least! 
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EINSON-FREEMAN CO., 


LITHOGRAPHERS 


INC. 
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Color Ben Day Process 
Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 
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"VE FOUND 
THE BEST 
HOTEL VALUE 
IN NEW YORK 
CITY 


Just think... a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A room and bath for one, 
$2.50; for two, $3.50. 


It's the 


PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 


tiem Vatiune Yne 
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The Ladies’ Home Journal and The 
Country Gentleman. He was also 
president of Curtis-Martin News- 
papers, controlling the Philadelphia 
Morning and Sunday Inquirer, Phila- 
delphia Public Ledger and Evening 
eedger and New York Evening Post. 

Until last October, he served as 
president and active head of the Cur- 
tis Publishing Company. In _ that 
month, he gave way to his brilliant 
editor, George Horace Lorimer, as- 
the bos the new title of chairman of 
the board. 


Ven 


is survived by a daughter, 
Mary, widow of Edward W. Bok. for- 
mer editor of the .Journal and 
founder of the Harvard advertising 


awards. 
Showed Early Enterprise 


Cyrus Hermann Kotzschmar Cur- 
tis was born in Portland, Me., June 
18, 1850. Though reared in humble 
circumstances, he early displayed the 
enterprise which was to carry him to 
the very pinnacle of publishing fame 
and fortune. 


His success was due in part to the 
fact that the United States, rapidly 
expanding in wealth and intellect. 
was ready for magazines more power- 
ful and profitable than any yet is- 
sued. It was caused in larger share, 
however, by Curtis’ realization of this 
latent demand even before the coun- 
try itself knew of its existence. 
Finally, the formula of the successful 
publisher was ingrained in him. 

He believed in making better and 
more interesting magazines than any 
ever seen in this country. Then he 
believed in advertising those maga- 
zines. If the advertising failed to 
produce dividends, Curtis was posi- 
tive that there was something wrong 
with the copy or fhe mediums. It 
never occurred to him to doubt that 
the policy itself could be wrong. 


With N. W. Ayer & Son handling 
the advertising, Curtis built a _ re- 
markable success with The Ladies’ 
Home Journal, of which he was the 
proud father. When he bought The 
Saturday Evening Post in 1897, he 
attempted to duplicate this feat. 
He poured his money into advertis- 
ing, apparently in vain. The Post 
languished. The advertising expen- 
ditures finally reached the imposing 
total of $800,000, and even a vener- 
able advertising journal joined in 
the lamentations at the foolhardi- 
ness of the publisher who believed 
advertising would sell any worthy 
product. It mourned the fate of the 
young man who had “established a 
wonderful property in The Ladies’ 
Home Journal and was now blowing 
in all the profits on an impossible 
venture.” 


Circulation Climbs 


Looking at the $800,000 figure in 
the books, Curtis remarked, “Well, 
let’s make it an even million.” 

He issued orders for a $200,000 
advertising campaign, which resulted 
in circulation climbing to 500,000. 
Convinced the tide had begun to 
turn, Mr. Curtis tossed another $250,- 
000 into the scales. 


He was right. Public opinion en- 
listed in support of the Post almost 
overnight. Circulation grew so rap- 
idly that the presses could hardly 
keep pace with demand. It quickly 
passed the million mark and contin- 
ued to soar until the unprecedented 
figure of 2,000,000 was reached. 


So closely intertwined with the 
biography of Mr. Curtis as to be in- 
separable was that of his late son- 
in-law, Edward W. Bok. In Decem- 
ber, 1883, Mr. Curtis, then publishing 
a small weekly, The Tribune and 
Farmer, issued a monthly supple- 
ment for women, which he dubbed 
“The Ladies’ Journal.” The mast- 
head was embellished with a picture 
of “Home” and the first subscription 
received asked for “The Ladies’ 
Home Journal.” 

Mr. Curtis’ first wife was largely 
responsible for the appearance of this 
suplement, destined to blossom into 
the mighty Ladies’ Home Journal as 


Circulation grew and the appropria 
tion was enlarged. During this per 
iod, Mrs. Curtis was editing th 
paper. In October, 1889. she retire 
from active participation, howeve 
and Curtis’ son-in-law, Edward \V 
Bok, became editor. 


Stands by His Guns 
Supported by Curtis in courageous 
editorial policies, Bok startled the 
advertising and publishing world by 
banning all patent medicine adver- 
tising, which then provided a large 
part of the income of the Journal, as 
well as of many other periodicals. 
This proved a critical period in the 
Curtis saga, and at least one adver- 
tising agency did not believe that 
the publisher could maintain the 
standard he had established. When 
Mr. Curtis was wondering whence 
would come the money for payroll 
and other expenses, this agency put 
him to the acid test by tendering a 
certified check for $18,000 for six full 
pages of medicine copy in the Jour- 


nal. 
While the publisher undoubtedly 
pondered long before acting, he 


finally decided to stand by his guns. 
The check was returned. Then fol- 
lowed prohibition of advertising of 
cosmetics and financial advertising— 
the latter because Curtis couldn't 
vouch for the truth of all. Finally. 
he announced that the Curtis Pub- 
lishing Company would assume re- 
sponsibility for any loss incurred by 
readers through any purchase based 
upon an advertisement in the Ladies’ 
Home Journal. 

The Journal also 
popular campaigns. 
Bok again when 
pointed out to women’s clubs the 
superficiality of their intellectual 
work and counseled greater attention 
to civies and literary programs 
“which sent their roots deeper into 
intelligent soil.” 

The women’s clubs of the country 
did not allow this affront to pass un- 
noticed. They not only adopted reso- 
lutions condemning The Ladies’ Home 
Journal, but demanded the removal 
of Bok from the editorial chair. Cur- 
tis only smiled. 

Even the publisher was somewhat 
dubious when Bok, through the col- 
umns of the Journal, sponsored the 
spreading of sex knowledge. Even 
close friends began tearing out the 
offending pages of the Journal and 
circulation plunged downward. Event- 
ually, however, a more enlightened 
public opinion prevailed and_ the 
Journal resumed its victory march. 


sponsored less 
Curtis backed 


his son-in-law 


Started in Dry Goods Field 


While as a youngster, several of 
Curtis’ ventures were in the publish- 
ing field, he later entered it via the 
side door. At 19, he began work 
with a Boston dry goods store at $10 
a week. An advertising agency of- 
fered him 25 per cent commission on 
all advertising he could sign up. He 
solicited during his lunch hour and 
shortly secured a candy advertise 
ment for a sheet euphoniously styled 
The Travelier’s Guide. This windfall, 
amounting to $6.25, convinced young 
Curtis that there were more remuner- 
ative fields than dry goods, and he 
shortly transferred his talents to 
The Traveller's Guide. 

Ultimately, he formed a partner- 
ship with his brother-in-law, Hamil- 
ton Mayo, to begin publication of 
The Tribune and Farmer, which pro- 
vided the setting for the birth of 
The Ladies’ Home Journal. 

Before that paper had emerged 
from the use of red ink, Curtis ac- 
quired a struggling sheet, The Satur- 
day Evening Post, for $1,000, this sum 
including a supply of type. The initial 
payment amounted to $100. The 
paper’s chief claim to fame at this 
time was that it hadn’t missed an 
issue since the evacuation of Phila 
delphia during the Revolution. Its 
circulation list contained about 2,000 
names. 

Curtis believed in buying the best 
literature available, and in the early 
days of The Ladies’ Home Journal 


former editor 
Unable to secure him, 
ambitious young man, 


Sherburne Hardy, 
Cosmopolitan. 
he hired an 
George Horace Lorimer, 
signed a $5,000 job in another field 
to become a journalist. Curtis got 
him for $1,000, and later made him 
full editor. 

Mr. Lorimer is credited with hav- 
ing written most of the advertising 
which helped put The Saturday Eve- 
fring Post in the front rank. Curtis 

lieved that the man who planned 
a magazine was the logical one to 
tell the public why it should read it. 

The Country Gentleman, which Mr. 
Curtis bought in 1910 from Herbert 
Myrick, of Springfield, Mass., was 
even more obstinate than The Satur- 
day Evening Post in responding to 
treatment. Mr. Curtis sunk $2,000,- 
000 in it before it began to show a 
profit in 1917. 

Enters Newspaper Field 

In 1915, he invaded the newspaper 
field, buying the Philadelphia Public 
Ledger for $2,000,000, A year later, 
he started the Fvening Public Ledger. 
In 1918, he got a coveted Associated 
Press franchise for the Hrening Pub- 


lic Ledger by purchasing the 
Philadelphia Evening Telegraph. 
John C. Martin, son-in-law of his 


second wife. was placed in charge of 
the business department. Mr. Curtis 
contracted for the entire service of 
the London Times and established 
his own foreign service, spending as 


high as $20,000 a month on cable 
tolls. 

Another stroke of genius was his 
employment of former President 
Taft to write editorials for the 
Ledger. This union lasted for three 


years until Taft became chief justice 
of the United States Supreme Court. 
Col. KE. M. House was another stellar 
light featured on the editorial page. 

Mr. Curtis bought the Philadelphia 
Press in 1920 for $1,000,000. This 


of | sold. 


| 


who had re- | but 


He translated his firm belief jp 
advertising into restrictions which 
irked many advertisers and agencies, 
which endured because they 
forced consistent and profitable uge 
ot his mediums. 


Fosters Research 


On the other side of the picture, he 
contributed to intelligent use of al] 
periodicals by fostering research, He 
threw new light on the individual 
and collective problems of advertis. 


ers, helping to make advertising a 
practical tool, with results, under 
many circumstances, as predictable 
as the weather. 


Yachting was his chief diversion 
in recent years and his ship, the 
Lyndonia, was one of the finest craft 
of the kind in the world. 

Mr. Curtis was seen infrequently 
by advertising men in his later years, 


|He appeared at a meeting of an ad- 


vertising club about 18 months ago 
and was tendered a great ovation. 

His philanthropy was widely known, 
though beneficiaries and amounts 
were usually concealed. 

Mr. Curtis had all of the luxuries 
wealth could buy, yet his most treas- 
ured possession was a gold medal, of 
relatively little intrinsic value, which 
said: 

“1929. Cyrus H. K. Curtis, of the 
Curtis Publishing Co., and Curtis- 
Martin Newspapers, because of strict 
adherence throughout his dis- 
tinguished career us a publisher to 
the requirement, which he pioneered, 
of high standards of reliability in 
advertising; because of the effort 
and encouragement he has given to 
secure better typography and repro- 
duction in magazines; and because 
of the example of wholesome journal- 
ism which he has furnished.” 

Thus read the chief Harvard Ad- 
vertising Award of 1930 “for dis- 
tinguished contemporary services to 
advertising.” 


234,139 Daily 


A.B.C. 


The Des Moines 


Register and 
Tribune 


1933 
CIRCULATION 


exceeds 
the peak: of 


1929! 


sr: 


and still no change in 
our 20 year old policy of no 
premiums, no insurance pol- 
icy tie-ups, no _ circulation 
contests or Sunday bulldogs. 


208,122 Sunday 
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. “Advertising Age is delivering the 
’ greatest volume of spot news on 
‘ advertising and its use. 


Sturges Dorrance, president of Dorrance, Sullivan & 
Co., New York, is one of the best known agency execu- 
tives in America. His experience of more than thirty 
years in publishing and advertising has given him intimate 
contacts with many of the most important advertising 
accounts in the country. Among the clients he has served 
since 1920, when he entered the agency field, are Ameri- 
can Tobacco Company, Church & Dwight Company, 
Royal Typewriter Company, U. S. Shipping Board, Cop- 
per & Brass Research Association, International Magazine 


Company, G. E. Prentice Mfg. Company, Smith & Wes- 

Says Sturges Dorrance: 
“Attached you will find check for renewal of my subscription. Your circulation 
growth is the only logical answer to the value you are delivering to subscribers. | 


son, Fafnir Bearing Company, etc., etc. Mr. Dorrance 
was vice-president of Thomas F. Logan, Inc., in 1920. 
Grandin-Dorrance-Sullivan, Inc., was organized in 1921. 
In 1923 the name was changed to Dorrance, Sullivan 
started with the first issue of ADVERTISING AGE. Its improvement has been 
marked and rapid. Today you are delivering to advertising, publishing and sales 
executives the greatest volume and most complete assortment of spot news on 
advertising and its use that is available to the fraternity.” 


& Co., Inc. 
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§. ROLAND HALL 
PUTS DYNAMITE 
IN HIS PENCIL 


To the Editor: I am glad indeed 
that you found something in my 
views worthy of incorporating in 
your issue of May 27. 

However, you do this Old Timer an 
injustice in saying he was “always 
an iconoclast.” “Nowadays” would 
have been a better word than “al- 
ways.” “Even in the forties” I was 
a rather sweet, even-tempered young 
man. Prior to the forties I led a 
very circumspect life—teaching young 
men and women the mysteries of re- 
search, the writing of copy, making 
of layouts and—to the best of my 
ability—the wise spending of the ad- 
vertising dollar. Hundreds of these 
young men and women have arrived 
and here and there through the coun 
try rise up to call me blessed for the 
help I gave them. For that I am 
quite grateful. It was a great op- 
portunity to serve. 

In those youthful days prior to the 
age of 45 I also wrote much for the 
business press and enjoyed that ex 
perience. I wrote a lot of business 
books which seemed to have been 
well received. In these I don’t think 
you will find any very radical ideas. 


How It All Started 


Around 45—sometimes known as 
the dangerous age—I began to be- 
come impatient with the vast amount 
of cant, bias, supersensitiveness and 
childish reasoning in the advertising 
world, that is, particularly among 
those who have something to sell to 
advertisers and who are, therefore, 
selfishly interested in glorifying the 
“advertising business” rather than 
“the business of the advertisers.” 

I am not alone in feeling this way. 
There are really many who share my 
views and my impatience with the 
manifest unwillingness of the people 
of the advertising business to accept 
the reforms that all the divisions of 
business are called on to accept. 
Some of the most vital questions of 
advertising have been discussed in 
whispers in the last decade—men- 
tioned quietly only in star chambers 
or over luncheon tables. 

Among us experienced writers in 
advertising circles. these things are 
called the “forbidden topics.” A 
number of the said “forbidden topics” 
have busted loose lately despite all 
efforts to keep the lid on. I predict 
there will be considerably more bust- 
ing loose in the years immediately 
ahead unless far-visioned advertising 
practitioners give more heed to what 
grim-faced general executives of 
business think about the advertising 
business. 

These are rather dynamic not to 
say dynamitic views and you may 
not care to use them unless you are 
planning to get out an issue printed 
on asbestos paper. We shall see what 
we shall see. 


Hopes Were Dashed 


All this is written with a grin— 
believe it or not. Really and truly, 
this old iconoclast is regarded as a 
good-natured chap by those who 
know him well. He is about \ Irish 
and although he has lived in the 
north some 35 years he hailed orig- 
inally from the Old Dominion where 
Pat Henry dared to speak out freely 
without getting permission or com- 
mission from King George or even 
tipping the old boy off as to what he 
—Pat—was going to say. 

A few years ago, when it became 
obvious to all discerning people, that 
business was due for a general re- 
organizing and readjusting, I had 
faint hopes that foresighted folks 
among publishers, advertising agency 
men and advertisers would see the 
“signs of the times” and put adver- 
tising’s house in order—correct the 
outstanding faults and follies that we 
“vets” know so well. But not so. 
The cry went up that advertising 
must not be “fixed” but just used. 
Editorial shot was fired at those “hot- 
headed radicals who seem to delight 
in pointing out the real and fancied 
faults of advertising.” The resisters 


and retarders argued that advertis- 
ing must be protected, be regarded as 
a privileged force immune to serious 
criticism. Reform everything else 
but leave dear old advertising alone 

The slogan of the 1932 meeting of 
the Advertising Federation was “Ad- 
vertising is the way out.” One bold 
New York agency man demurred 
against that doctrine, said it wasn’t 
fooling experienced business men. 
But his voice was drowned in the 
din of glorifying advertising as the 
infallible corrective of the world’s 
business ills. 

The reduction of advertising rates 
was bitterly resisted; “advertising is 
a selling process, not a commodity 
and the cost of selling processes can 
not be reduced.” Dear me and tut, 
tut! Soon, grim-faced advertisers 
saw that advertising rates, like other 
selling expense out of line, were re 
duced. 

And so it will go with the dozen of 
other corrections sorely needed. They 
will be forced by the present spirit 
and trend of business if the active 
practitioners haven't the sound sense 
to act voluntarily. 


A Prediction 


I predict that at Grand Rapids the 
same old glorifying business will go 
on. Press-agentry is a dreadful 
thing for advertisers generally but a 
wonderful thing for the business of 
advertising. Salesmanship, financing 
etc., don’t get it because they haven't 
the Great Box Office behind them 
Perhaps it will be a good thing, after 
all, if the Grand Rapids meeting 
does provide a few more _ horse- 
laughs. Bigger and better horse- 
laughs may bring about reform more 
speedily. 

S. RoLanp HALL, 
Easton, Pa. 


Retailers Seek 
Government Curb 


On Chain Rivals 


New York, June 8——-A movement 
to have the federal government in 
vestigate the ethics and practices of 
chain store systems was launched 
here this week by the Business Inde- 
pendence League, a rapidly growing 
organization of independent retail 
dealers which now numbers over 400. 

To bring about the investigation 
the members are circulating a peti- 
tion which will be sent to President 
Roosevelt when an impressive num- 
ber of signatures is obtained. The 
ultimate objective of the movement 
is to secure a government-written 
code of fair competition by which all 
retail businesses will be compelled 
to abide. 

At this week’s meeting the league 
heard speakers point out that the 
term competition necessarily implied 
profit in business and hail the Indus- 
trial Recovery Bill as the stepping 
stone to a new era wherein destruc- 
tive minorities must submit to con- 
trol. The Federal Trade Commission 
was said to have proven itself inade- 
quate in bringing about improve- 
ments, being handicapped by in- 
volved machinery and legal limita- 
tions. 

The dealers also adopted a resolu- 
tion urging the city to establish a 
tax on chain stores. 


Petry Outgrows Old 
Office; Adds Reynolds 


Edward Petry & Co., New York, 
special radio representatives, have 
moved to larger offices at 17 East 42 
St., New York. 

Roger Reynolds, former advertis- 
ing manager of the Memphis Com- 
mercial Appeal and Atlanta Georgian 
and southern advertising manager 
of the American Weekly, has been 
appointed manager of the firm’s new 
branch office at Atlanta. 


Field’s New Account 


Radio Transcription Company of 
America, Ltd., Hollywood and Chi- 
cago, has appointed George H. Field, 
Inc., 444 Madison Avenue, New York, 
eastern representative. 


Account for Bates 


J. Schanzenbach & Co., New York, 
makers of Vigorol hair products and 
Ozon products, have appointed 
Charles Austin Bates, Inc., New 


York. 
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| like mine"Tbasted’ 


I have my preferences. When 
it comes to cigarettes I like 
mine “Toasted” Not that I 
understand “Toasting”. I sim- 
ply enjoy what “Toasting” 
does! 1 like the fine quality of 
Luckies— their mellow - mild- 
ness. And their purify means 


because Its toasted’ 
Introductory copy in the new Lucky Strike campaign, which features 
women's preference for toasted" cigarettes. 


NEW "LUCKY" COPY HAS CLASS APPEAL 


a lot to me. For, after all, my 
cigarette and my lips come in 
such close personal contact. 
I've reached for a Lucky ever 
since I've reached smoking 
age, and if my womanly rea- 
sons count for anything, it’s 
always “Luckies Please!” 


Agency Officer Will 
Enter Insurance Field 

W. Leslie Lewis, vice-president of 
Moser, Cotins & Brown, Utica, N. Y., 
agency, has resigned. He will be- 
come advertising and sales promo- 
tion manager of the Agricultural In- 
surance Company, Watertown, N. Y., 
July 1. 

The Utica agency has secured the 
following accounts: Westcott Chuck 
Company, Oneida, N. Y., lathe and 
drill chucks; Fonda Container Com 
pany, Utica; National Accessories 
Stores, Inc., Utica, an automobile ac- 
cessory chain store organization. 


“Breeder’s Gazette” 


Is a Weekly Again 


Breeder's Gazette, Spencer, Ind., has 
issued its first weekly edition since 
May 12, 1927. The monthly issue 
will appear as usual, but will be sup- 
plemented by weeklies on the second, 
third and fourth Saturdays. 


Food Bill Becomes Law 


Governor Schmedeman, of Wiscon- 
sin, has signed the Kretlow Bill. It 
prohibits advertising of food in pack- 
ages when the retail price is given 
unless actual weight or volume of 
the contents is indicated in ten- 
point or larger type. 


Take 103 Pages 


Fairbanks, Morse & Co., Chicago, 
used a 103-page advertisement in the 
June issue of Diesel Power, New 
York. It was the company’s expres- 
sion of the conviction that the busi- 
ness tide has turned. 


McDougall Transfers 


Roland B. McDougall has resigned 
as assistant general sales manager, 
American Writing Paper Company, 
Holyoke, Mass., to become general 
sales manager of the Collins Paper 
Mfg. Co., Holyoke. 


Arnold Expands 


J. L. Arnold Company has moved 
from 15 E. 40th St. to 275 Seventh 
Ave., New York. Complete facilities 
for the preparation and production 
of direct mail advertising have been 
installed. 


Appoints Western 


The Nitragin Company, Inc., Mil- 
waukee, manufacturer of Nitragin 
innoculate for legume crops, has 
placed its account with Western Ad- 


vertising Agency, Racine, Wis. . 


Substitution 
Rampant, View 
Of Baumgartner 


Houston, Texas, June 8.— While 
thanking the Texas Press Associa- 
tion for its support for the national 
anti-substitution campaign which has 
been launched, Col. A. F. Baum. 
gartner, president of Thomas Koch 
Company, Cincinnati, told the or- 
ganization that efforts cannot be re- 
laxed. 

“The selfish purpose behind sub- 
stitution must be exposed or the na- 
tional advertiser will find it more 
and more difficult to maintain his 
schedules,’ warned Col. Baum- 
gartner. 

“Certain merchants addicted to 
predatory price-cutting are advertis- 
ing well known products at low 
prices, then using every artifice to 
induce the customer to take some- 
thing else.” 

“This jungle war of price-cutting 
has been costing the national adver- 
tiser millions of dollars a year in 
diversion of his customers to un- 
known lines.” 


Alcorn Re-appointed 


The Franklin P. Alcorn Company, 
Inc., has been re-appointed national 
advertising representatives of the 
Dubuque, Ia., Telegraph-Herald and 
Times-Journal, effective June 15. The 
appointment renews an association in 
force for 20 years prior to June 15, 
1932. 


Lorton to U. S. Post 


Eugene Lorton, publisher of the 
World, Tulsa, Okla., has been ap- 
pointed to the International Joint 
Commission of United States and 
Canada by President Roosevelt. The 
commission will rule in disputes 
over boundary waters. 


Outdoor Meetings 


The Outdoor Advertising Associa- 
tion of West Virginia will hold its 
annual meeting in Wheeling, June 
12. The Iowa organization will meet 
in Waterloo, June 17. 


Dotted Liners to Frolic 

The annual frolic of Dotted Line 
Club, Chicago, will be held at Me- 
dinah Country Club June 13. 


BAYUK CAMPAIGN 
AIMS AT HELPING 
ENTIRE INDUSTRY 


(Picture on Page 20) 

Philadelphia, Pa., June 8.—Antigj. 
pating the eagerly awaited but stjy 
uncertain cooperative effort of cigar 
manufacturers to halt the declining 
consumption of this form of tobaceo, 
Bayuk Cigars, Inc., this wee, 
launched a campaign in newspapers 
throughout the east, aimed more g 
turning the minds of smokers to 
ward the joys of cigar smoking, thay 
at directly increasing the demang 
for its popular Bayuk Phillies brang, 

The copy is notable not only for 
its effort to lift the entire cigar bugj. 
ness out of the doldrums, but algo 
for the friendly attitude it adopts 
toward the use of other forms of 
tobacco. 

“How long has it been since yoy 
smoked a cigar?” the headline of the 
initial advertisement asks, and the 
text continues: 

“On behalf of the cigar industry— 
we invite you to again try a cigar, 
We don’t say—give up your pipe or 
your cigarettes. But today—or to 
morrow—smoke a good cigar. 

“Cigars are not the only way you 
can enjoy good tobacco. But millions 
of men believe that cigars give them 
the greatest pleasure and satisfaction 
that tobacco affords.” 


Copy Is Dispassionate 


Continuing in the same dispassion- 
ate vein, the copy asserts that “there 
are any number of good cigars for 
you to choose from—and not for gen- 
erations have they cost so little. 
Prices on many leading brands have 
been drastically reduced —some in 
half. 

“Bayuk doesn’t claim to be the 
cnly maker of fine cigars. But 
Bayuk does claim—and you can 
prove it for yourself—that you can 
get a better cigar today for five 
cents than ever in history. 

“Cigar dealers are good merchants 
—and they know cigars. Step up to 
the nearest cigar counter and ask 
the dealer for the cigar he considers 
the best ‘buy’ on the market. It’s 
pretty certain to be the cigar that 
most of his customers like—and one 
that will please your taste.” 

Consistent advertising, together 
with a good product and a price in 
line with current demands, are given 
credit by Bayuk officials for the fact 
that the company’s sales during the 
first five months of 1933 have been 
the largest in its history. 

McKee & Albright, Philadelphia, 
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C. I. Putnam Back 
in Old Haunts 


Cc. I. Putnam, returning from 3a 
year spent on the west coast, has 
joined I. A. Klein, Inc., New York 
firm of publishers’ representatives. 

He was in the general agency busi-} 
ness in New York for some years, 
and prior to that was publisher of 
the Washington Herald and Wash 
ington Times. 


Partridge Back Home 


E. D. Partridge, treasurer of Win- 
dow Advertising, Inc., New York, has | 
returned from a 4,000 mile flying trip 
to visit some of the firm’s 140 asso- 
ciate offices. 


Allied Agencies Meet 


A national convention of members 
of Allied Service Agencies Network, 
a group of affiliated agencies, will be 
held at the Knickerbocker Hotel, 
Chicago, June 18-20. 


Bannister Changes 


John W. Bannister, formerly with 
Standard Farm Papers and Collegé 
Humor, has joined Macfadden Pub} 
lications as western advertising mal 
ager of the Detective Group. 


Eclipse Names Bawden 


Eclipse Machine Company, Proph- 
etstown, IIl., has placed its account 
with Bawden Bros., Inc., Davenport, 
Ta. 
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me in }totally useless. will be asked to submit to the Presi- 
What possible excuse for adver-| dent for approval a code of fair com- 
be the ftising can there be, this group asks, | petition. Actually this means a code 
But Jif all that a manufacturer is allowed | of restrained competition. 
u can fto produce can readily be absorbed “It means that hereafter selling 
dU Can fby his market at a price which yields | will be done not on the basis of price 
yr five him a profit? Advertising is designed | cutting or cost cutting but rather on e e 
to increase sales, but what is the]/intelligent and intense exploitation 
‘chants |sense of advertising to secure orders | of the market for the product. VET LALVL e@ee38e 
) up to jif it is impossible to step up produc- “With prices fixed and principal 
1d ask jtion in order to fill those orders? cost elements likewise fixed, the re- 
nsiders | Anticipating that many manufac-| wards of competitive effort will go } ‘ | 
t. It's |turers may be laboring under the|to the producer who is most success- h bh bh f, h d 
ir that delusion that making a profit will be|ful in developing his market. The e arrage e ore t e rive: 
nd one fall play and no work for them under | only approach which is left tohimis| $$ /a@) 7 Atl te 
the provisions of the act, Americun|through advertising. Where formerly ‘- . ole P 
gether Lumberman points out editorially in|the X adding machine was urged Along a depression-weary Front, world-wide in extent, business men 
rice in fits June 10 issue that individual abil-| upon the buyer in place of the Y ma- are peering into the darkness ahead, watching and waiting for the 
e given lity and initiative will continue to|chine because of lower price, it will right moment to go. Who will set the hour? Who will give the signal? 
he fact 
ing the |; Rash indeed is the man or organization to declare that the depres- 
e been Sales P Chi sion is over, or that the turn is really at hand. But certain signs are 
ee EXTR A ales Fressure on cago NOW evident, to be read and interpreted by each according to his own 
Consumers and Retailers ideas and vision. 
Business IS better in the Chicago Market. The people who make that an Much will depend on the psychology of the consumer, the man 
interesting fact live here where you can contact them in their own homes who still has money to spend, or credit t in ki it- 
aunts through dignified direct-to-the-home advertising. We plan and start ex- : wad rete S rhs A eta penne 
tensive campaigns to both consumers and retailers on only a few hours’ ments. Bolster his morale with confidence, incite his wants with new 
es notice. What would you like to know about our service? and desirable products, convince him that the day of price-cutting 


4. ADVERTISING CARRIERS 


20 EAST 8' ST. CHICAGO 


is done . . . and the drive for prosperity will be on its way. The 
objective will be half achieved. 


O, to 


This is today's job for advertising! 


But advertising must reckon with changing conditions, with a 


New World, with altered appetites, with revised ideals. No battle 
- | e was ever won with obsolete weapons or old-fashioned ammunition. 
eee To be successful the advertiser must arm himself with the most modern 
and efficient appeals. He must co-ordinate his share of the barrage 
“Se adie KNICKER KER with that of the other leaders in business and industry. 
op a BOC 
ea e P : RAPIDS With this in view the Advertising Federation of America has adopted 
eet | ; HOTEL when you arrive in : as the theme for its coming convention, “Advertising'’s Job in the 
rembers ROO M New York City” > =» » » JUNE 25-29,1933 Changing World.” This subject is vitally related to the problems that 
twee BATH These friendly recommendations from merchants and manufacturers are facing in today's markets. 
Ww 
Hotel, RADIO satisfied guests are our best advertise- 
from peasants tens euler anreeuberted a (onesies of the A.F. A. 
> location, value and personalized service. 
win! {| $50 ieieieaabemeaiiams eved to «ton se te ores bncnass 9 Saves Sibel cea 
Collegé a daily guide to New York— FREE, any interest In sales problems or advertising. Non-members are cordially invited to 
en Pub attend. Details from your local Advertising Club, or write to A.F.A. Headquarters 
ng mat HOTEL for program. Henry T. Ewald is chairman of the program committee, 
den KNICKERBOCKER ADVERTISING FEDERATION OF AMERICA 
accent | 4 120 WEST 45ch td a SQUARE - 330 West 42nd Street, New York, N. Y. 
venport, - or 
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June 10, 


ADVERTISING AGE 


RICHFIELD'S KNIGHT IS TOUGHER THAN EVER 


CHALLENGES ACCEPTED! 


w 


But let’s fight with 
FACTS, not words... 


The sum of $1,000.00 ~ i s- .0is 6» = 
Richfield Oil Corporanon of New York to any one designated, recognized and 
orgonized Fund for the Unemployed, or Community Chest, up to and including 
June 30th, 1933, for each brand of pr gosolne pe in price 
with Richfield Golden Gosoline, ond distributed generally throughout the tern. 
tory serviced by the Richfield Oil Corporation of New York, that is judged to 
excel Richfield Golden Gasoline in the aggregate of these listed pertormance 


Gum-free Properties 


Qvick-Sterting Minimum Sulphur Content 
Acceleration Minimum Presence of Acidity 
Maximum Speed Minimum Corrosive 
Minimum Rate of Carbon Properties 

Formation Economy of Operation 


Professor E. H. Hamilton, Head of the Automotive Engineering Department of 
New York University, in the interests of fair play, has consented to act and is 
designated os the sole technical judge. 

° 


te en enter Ns eenge mew’ he masta we heme Sneed hee nan ant we Nomad oe cee 
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RICHFIELD 


Golden &> GASOLINE 


RICHFIELD OIL CORPORATION 


122 & 42nd ST. NEW YoRK crr¥ 


Following his recent tussle in the pages of New York newspapers with 
a knight serving Tide Water Oil Sales Corporation, this Richfield 
knight returned this week with a challenge all his own. 


DOING A JOB FOR THE CIGAR INDUSTRY 


How long has it 
been since you 


SMOKED A CIGAR? 


OWN behalf of the cigar indusiry—we snvite 
you to again try a cigar. We don’t say — 
give wp your pipe or your cigarettes. But 
today —or tomorrow — smoke a good cigar. 
Cigars are not the only way you can enjoy 
good tobacco. But millions of men believe 
that cigars give them the greatest pleasure 
and satisfaction that cobacco affords. 

For instance — what pleasure can match 
those first cool puffs on a cigar after break- 
fast?—or chat satisfying smoke after dinner? 
And what man—who has ever smoked 
cigars — doesn't wistfully recall that last 
quiet smoke of the day chat prepared him 
for “pleasant dreams”? 


There are any aumber of good cigars for 
you to choose from — and not for genera- 
tions have they cost so little. Prices on 
many leading brands have been drastically 
reduced — some in half. 

Bayuk doesn’t claim to be the only maker 
of fine cigars. But Bayuk does claim — and 
you can prove it for yourself —that you 
can get a beter cigar today for 5 cents 
than ever in history. 

Cigar dealers are good merchants — and 
they know cigars. Step up to the acarest 
cigar counter and ask the dealer for the 
cigar he considers the best “buy” on the 


Whether it has been days—months—or 
even years since you smoked a cigar—we 
again invite you to try onc. 


market. It's pretty certain to be the cigar 
that most of his customers like — and one 
that will please your taste. 


oe a 


Makers of 
Bayuk Philadelphia Perfecto (Baywh™ Phsllses”) 


Typical copy in the current newspaper campaign of Bayuk Cigars, 
Inc., Philadelphia, which is notable for its non-competitive angle, 
both as to other cigars and as to cigarette and pipe smoking. 
(Story on page 18) 


PHOTOGRAPHIC REVIEW OF THE WEEMm 


BRINGS DAILY SUPPLIES TO THIRSTY SOULS AT WORLD'S FAIR 


REALLY EFFECTIVE! 


Worxs oa a new principle. Doesn't merely dope Bi] 
them—makes them fly madly about—absorb its full fl 


death-dealing strength. That's why Purina Fly Spray i 
is more deadly to flies, mosquitoes, moths, and fw 


Mh NEW-/MPROVED 
) SPRAY GUN-§5¢ 


Typical cartoon copy which is being 
used in a test campaign for the new 
household gun and container for 
Purina mosquito and fly spray. 
(Story on page 14) 


(Upper Right) 
Cartoons, far removed from the 
usual type of staid financial copy, 
feature a new series of newspaper 
advertisements for Detroit Savings 
Bank. William Ziegfield, vice-presi- 
dent of Grace & Holliday, the 
agency, turned cartoonist for the 
series. 


5 


Two History Making Events May 30- 


wihe:.-| 2. ..nek... The Winners ! 
30% Bact Ae oe Lou M 
A) edway Lager Meyer 
i Beer 
Sy ee oS Property Aged 


TYDOL SPECIAL © 


Quick work on the part of General Outdoor Adve rtising Company, Indianapolis, allowed this adver- 


tiser to hit the eye of spectators leaving the Ind ianapolis Speedway 


after the 500-mile auto race 


with the poster on the right, announcing the winner. (Story on page 14) 


Blatz Brewing Company, Milwaukee, is making use of this huge truck and trailer to carry 19 to 
beer daily from its plant to Old Heidelberg Inn at Chicago's Century of Progress exposition. 


BANK INTRODUCES GAY NOTE IN COPY 


DETROIT?’S In tHe 
Driver’s Seat 


a 
than the pronounced increase in motor car sales reflected in the past few weeks. 
Youll hear men say “Detroit is down.” That is not true. Detroit's going 
abead because the country’s going ahead. We have able leadership in Washington. 
Commodity prices are already on the definite upewing. Wages are going to follow. 
‘Then America 's going to BUY. And what is it going: to buy? First of all~ 
AUTOMOBILES. Do you realize that more tian half of the cars om the road 
today have gone 60,000 miles or more and that three out of four are in at 
least their fourth year of service? Look at your own. You want « new one, 
don’ you? Well, don't get impatient. Give America » chance to absorb » little 
more of the increased motor car production. Then we'll begin to feel it here at 


home . . . and we can all start to do and buy the things we've been doing 


Detroit is fortunate in that any major ape~ing throughoat the nation is 
almost immediately in motor car sales and, with the sutomotive 
#0 greatly improved, every other business, industry and enterprise is 
will share im the growing tend toward better times. 

‘We believe in Detrot and we believe im one thing elec, as well. 
the advisability of keeping one’s house in order, maintaining one's 
to the best of one's ability and establishing an adequate reserve fall 
foreseen opportunities or equally unforeseen emergencies We've beewl 
ning our business that way for 84 years. Maybe that's why ~e're still 


THE DETROIT SAVINGS BANK 
©) GRISWOLD AT STATE STREET 
“> 27 Branches THROUGHOUT THE CITY. . 


READY TO SNARE UNWARY NICKELS 


Clark Bros. Chewing Gum Company is distributing this patented 

combination coin tray and package display, on the theory that @ 

retailers include a nickel in the customer's change when it is dropped 

in the tray, most people will take the gum instead. The tray 
molded of Durez. 
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